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Lowered prices on these well-known In- 





ternational brands! That will be news— 
buying news—to the women of America. 
To the women of your town. The finest 
silverplate, silverplate with the greatest 
consumer acceptance, at new low prices. 

What an inducement for these women 
to buy—what an opportunity for you 
to sell. 

That’s not all. Along with this reduction 
comes an increase—a great increase in 
publicity. Advertising that hits hard and 
often and fells your customers about the 
new lowered prices! Advertising that runs 


right through the Fall and Winter. And 


EFFECTIVE 


wered 
prices 








in addition to the regular brand adver- 
tising there is the great campaign in The 
Saturday Evening Post. A campaign 
dedicated to you by the International 
Silver Company—to sell the idea and 
importance of adequate, modern silver 
in the home. 

Over seventy million pages of adver- 
tising in the next six months to help your 
business carry on! New lowered prices to 
bring your volume up! 

Sales effort behind Holmes & Edwards 
Inlaid and genuine original Rogers silver- 
plate—1847 Wm. 
Rogers & Son—will reward you in 1931. 


Bros., and 


Rogers 


INTERNATIONAL SILVER COMPANY 


MERIDEN, CONNECTICUT 


Ls 


The mark of the International Silver Company 


—a guarantee of quality. 
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Just before the big presses are run, the 
editor gets his stone proofs. He has three 


JV BUSINESS pencils, one blue, one green and one red. He 
OPINION _ checks every editorial page in blue for Busi- 

ness by anys 1" green for Buying Facts and 

in red for Sales Energy. If the book balances 

Vv BUYING opinion one part, statement of fact three 
FACTS parts and sales energy six parts, then it is a 
ns - and ready for the run. 

ou as a subscriber may check, double check 

ve stamens and triple check with one pencil and see for 


yourself if the new Jewelers’ Circular clicks 
as an energetic co-partner in your store. 
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THE CUP GOES TO BENEDICT 


And for the coming season of cup buying and cup winning you can’t do better 
than to specialize on Begedict Trophies. Here are mountings and figures sym- 
bolizing nearly every type of sport. Each cup is mounted on a distinctive Bake- 
lite pedestal finished in rich walnut to bring out the soft beauty of the silver. 











Be alert! Keep in touch with local golf clubs, bowling, basketball and hockey 
teams—motor boat racers, sales managers of large companies . . . The Benedict 
cup is worthy of the keenest sportsmen and it’s priced to meet the lessened spend- 
ing habits of today. Here’s an opportunity to garner a larger share of this profit- 
able trophy business. 


Send for our catalog illustrating, describing and pricing 
this new line. The season is open—write now! 


BENEDICT MANUFACTURING CO., Dept. K, East Syracuse, N. Y. 
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Get Back on the “Road to Quality” 


"Bile experiences of the 
last year and a half have been trying in the extreme yet they are not en- 
tirely without some compensation, for they have shown us the strength 
of the jewelry industry as well as its weaknesses and proved it can endure 
and will continue under the most adverse conditions. Now that the 
clouds are disappearing, we should begin to take stock of that which we 
have gained and lost in the trying times which we now hope are over. q 

One of our hardest fights has been against those influences which were j 
striking at the morale of the industry as a whole. Lack of sales produced ' 
keen competition which, in turn, resulted in continuous lowering of prices 
until standards and qualities were beginning to be affected. 

Unfortunately there appears to be a certain element in the jewelry busi- 4 
ness who do not fully realize that honesty in quality and workmanship 
are the only foundations on which lasting success in our industry can be 
built. In seeking to cut merchandise down to a price instead of holding 
it up to a standard, these people have encouraged the skimping of quality | 





to a point where the merchandise was actually falself marked or mis- 

branded. Others who still attempt to keep within the law have en- 
couraged the use of quality marks and descriptive terms that were am- 
biguous to the point of being misleading, and have sought to use these 
marks in a way that would actually (though not technically) violate the 
stamping laws of the State and nation. 


Pecsicuteety true has 
this been in the many recent attempts to induce manufacturers to make 
articles stamped “solid gold” that were less than 10 karat fine (in some 
instances, as low as six and four karat) in the belief that a technical 
interpretation of many State laws would prevent a prosecution. Fortunate- 
ly for the trade, these people have not been as successful as they expected t i 
in getting many manufacturers to supply them with goods stamped in this 
manner, though there is merchandise on the market stamped “solid gold” 
that has no right to the designation; merchandise that is not “gold” in 
the jeweler’s definition of the term; merchandise that will disgrace the 
man who sells it under the term irrespective of the price paid for it. 

Strange as it may seem, many who have sought to profit by the misuse of 
the term “solid gold,” have acted without knowing the laws of such States 
as Pennsylvania and Connecticut make the marking of “solid gold” on 
articles of this character, a misdemeanor; also without thought of the 
rulings of the Federal Trade Commission. 


- eeaaeanantedi al abana eso 


This attack upon the 


morale of the industry may be met by complaint to the proper authorities i 

but better still it can be successfully opposed if decent jewelers everywhere 

will refuse to handle merchandise marked “solid gold” that does not clearly 

bear the stamp of the karat quality, unless they are certain that this gold 

will at least stand the acid test. Other abuses born of keen competition ' 

may be met in the same way by concerted action to maintain the honest 

standards that have always been characteristic of the industry. 
Let every member of the jewelry trade do his part to put his industry 

back upon the road of quality and workmanship for it is only by this road 

that jewelers can attain the success they enjoyed in the years gone by. 


ee ee ee 
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ROGER W. BABSON 


stellar statistician and chief execu- 
tive of one of the country’s greatest 
business statistical organizations, 
proclaims that “statistics today 
point to another pericd of pros- 


perity.” 









~TAIS COUNTRY 
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Babson's Reports 
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WILL AGAIN ENTER 
ARKED PROSPERITY" 


By ROGER W. BABSON 


‘Bhs old law of action 


and reaction teaches now that unparalleled prosperity will 
again follow the present depression. Statistics now 
indicate that business has seen the worst, even although 
the recovery will be slow and tedious. 

The chart below is the Babson chart, back to 1890, 
and then, with the aid of Colonel Leonard Ayres’ work 
and that of Professor Warren M. Parsons, it has been 
carried back by our organization to 1854. This chart is 
based on the best statistics available, showing conditions 
exactly as they were. 

A glance at this chart will show you how the Law of 
Action and Reaction has always applied to business and 
how, after the area of depression below the normal line 
has compensated for the area of expansion above the 
normal line, the country has always enjoyed prosperity 
again. No man can study this chart without being an 
optimist. ‘The country today is like a man lying on his 
back. There is only one way that he can look, and that 
is upward. 

Therefore, irrespective of what happens to the stock 
market in the next year, I am willing to stake my repu- 
tation, based on thirty years’ experience: 


(1) that business has seen its worst; 


(2) that, although the recovery will be slow, 
it will be in the right direction, and 


(3) that within a reasonable time this country 
will again enter a period of marked prosperity. 


In short, statistics today point to another period of pros- 
perity, the same as they three years ago pointed to the 
present period of depression. 








EXPLANATION OF CHART 


Areas previous to 1890 are based upon studies of 
various authorities. 


Solid Black Areas represent “Prosperity,” with 
abnormal excess of production. 


Shaded Areas represent “Depression,” with ab- 
normal curtailment of production. 


Note how Prosperity Areas inevitably and always 
follow Depression Areas; also that the deeper the 
Depression Area, the shorter its duration. 


The Normal Growth Line is determined by assuming the law 
of Action and Reaction and drawing the Line to equalize the 
Areas of each cycle—which we believe is the most accurate 
method available for determining the country’s growth. This 
is the Line by which the growth of your business should be 
compared. 


Copyrighted, 1931, by 
Babson’s Statistical Organization, Incorporated 
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For the jeweler who requires a simple, easily maintained, 
practical, time-saving system of inventory and sales record, 
George M. Rank, jeweler, of the Rank-Motteram Co., Inc., 
Milwaukee, Wis., in this article not only provides the actual 
forms themselves, but gives a clear, detailed explanation of 
each form and how to use it in your business. Read how un- 
profitable departments were eliminated because of the evidence 
revealed in the records. 








: are no days 


for “Guessers” and “Hopers.” The successful jeweler 
today is one who knows the precise condition of his stock 
and if it is being merchandised profitably. You must 
know from records the exact status of your business and 
this can only be determined by the adoption of some 
practical, but sufficiently simple system for securing this 
information. 

It is hard enough to beat the enemy today, even after 
his position has been located. It is almost impossible to 
make a successful attack without the proper information 
and research beforehand. So with the jeweler, he must 
learn that in order to compete with other merchants in 


FORM No. 1 
White Slips for Cash—Yellow for charge—Pink for credits. 





By 
GEORGE M. RANK 
RANK-MOTTERAM CO., INC. 
MILWAUKEE, WIS. 


his own and other lines, he must know beyond all 
doubt the following things: 


First. To carry the kind of merchandise his par- 
ticular trade requires. 

Second. To know which of these items he can 
handle profitably and how to proportion his invest- 
ment accordingly. 


This sounds very simple. Almost any jeweler will ven- 
ture his “Guesses” for you without even thinking hard. 
Our own experience is that too many items are carried 
by the jeweler today, only because he thinks they should 
be carried by a jeweler. Also research has revealed that 
items on which we thought we were making a profit we 
were really losing time and money on. Already we have 
eliminated, as a result of systematic investigation, the un- 
profitable lines. 

In some departments we have had to cut our inventory 
as much as 50 per cent. In one department it was neces- 


Form No. 1. The sales slip form (re- 
duced in size) is posted to Form No. 2. 
(greatly reduced in size) either daily, 
weekly or monthly, depending upon avail- 
able time for that work. Cost may be 
designated in plain figures or code, pref- 
erably the latter. (Customers sometimes 
see the original sales slips) 
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FORM No. 2 





OCTOBER CHARGE WORK SHEET 
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AT 10 _ — 
4 oP outs Form No. 2. Rough work sheet for adding and classifying. Daily sales are posted to 
— this sheet, both cost and selling. Two forms must be made for each month, one for 
CASH and one for CHARGE. These can be easily ruled on heavy plain paper, making 
L~ enough columns to take care of the number of departments created. Allow more than 
on. * one column for departments having enough items per month to require it. Cents are 
not shown, everything 50 cents or over counts as a dollar, lesser amounts are dropped. 
Total of all the selling columns should give you the same total as your charge total for 
a the month, to prove your figures and posting. A gross error on cost is readily discern- 
(7 HIA390 45h, L4 175\ ~~ ible. 
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OUT OF PROF: 


sary to increase the stock where the sales and profits 
showed the additional investment to be warranted. 

A system of information has been built up through 
which we can definitely find out these facts. This is 
adaptable to the use of jewelers, but no doubt experience 
in each case would warrant additions and modifications 
to this particular system. When thoroughly followed, it 
should, in a very short time, reveal information that will 
startle some of the very best “Guessers” in the business. 

The source of information is the daily sales list. All 
the merchandise in the store must be classified into certain 
distinct groups, so that a record of sales and profits will 
show the groups that are getting the turnover and pro- 
ducing a profit sufficient to cover overhead. In our store 








Form No. 3 must be made for each group or 
department and figures from work sheet (Form 
2) are posted direct, monthly to above. It 
should be simple to draw up such a card form, 
and it can easily accommodate a five year period, 
as shown. BOTH CASH AND CHARGE figures 
for each department must be added together 
from the two work sheets, otherwise a separate 
card like above must be made for both charge 
sales and cash sales. It is better to have one as 
the work sheet will show the ratio of charge and 
cash well enough. A total of all department 
cards can also be made by merely adding all de- 
partments together, giving results of total sales 
and profits of all departments for the month. 











each separate department is designated by a letter and all 
the merchandise is grouped as follows: 
Department A. All strictly diamond goods, including loose 
stones and mountings. 
B. All watches (except watches set with dia- 
monds over $150 which are included in 
A). 
B-1 All watch bracelets and attachments per- 
taining to same. ‘ 
C. All jewelry, except diamond jewelry and 
costume jewelry. 
D. Novelty goods. 
B. Sterling hollow ware. 
(Turn to page 99) 


FORM NO. 3 


DEPT." B* SALES RECORD 
I92b 


1927 | 1928 | 1929 | 1930 | 1931 
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FORM NO. 4 
—— 7 PERPETUAL INVENTORY CARD 
Inventory SFT OF Forward rs “7d Ps 
‘ ($27) om L334 — 
3 fete +536 3 ZH8I f 
2 | 56957 V5nb 2.154547 
. ry, 45581 6 G +099 J Form No. 4. Figures show inventory at start of year and 
" +537 4 VA y Slack purchases added each month and sales at cost subtracted, giv- 
fat d 1603791 < Ive rrr ing balance at end of each month as shown. 
* S7rbl So. Ler a Several years can be provided for on this form. You will, 
is pees a Ks re - of course, have to learn to list your merchandise purchases by 
= ter ppt % Cn) ‘0 c. ~— ®, departments so you will have the correct total to add each 
= a pe pee d “a pee month. This is simple if each bill has the department written 
- rarer * a sages after each item, if more than one department appears on an 
invoice. Listing and totaling for month should be compara- 
i) es eye SVL tes ses or laa tama i . . 
> tively easy for anyone. 
b ‘ 
a ZA) er 3 Zig, , = NOTE:—Merely start with inventory of group department 
= os rye ar =z dale 2 z: in question and add in space provided purchases for month in 
= whee] ra Kb Du O54 that department and subtract sales in that department, USING 
z io! ‘ ( La ; M1, x16 COST figures from your sales record sheet. Be sure that you 
- FG ’ x lakes a g = use COST figures or your results will be wrong. 
(3k 6/ 7 S/ 
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A view of the main floor 
of the Potts jewelry 
store 


























Few jewelers have discovered as much delight 
and pleasure in their business as has Mrs. W. H. 
Potts, Mason City, lowa, who is keeping the link 
in the business world forged by her husband and 
maintaining the ideals he established in his jewelry 
store. 

She is successfully operating the store and the 
reasons for its success are partially divulged in 
this statement. “It is only those who do not 
know how to work that do not love it. To those 
who do, it is better than play . . . it is religion.” 
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Fees is a good deal 
of good business sense in the merchandising precepts as 
laid down by Mrs. W. H. Potts, Mason City, Iowa. 
This woman, by the way, very successfully operates one 
of the most comprehensive jewelry stocks in the State. 
Possibly the remarkable development of the gift, china 
and glass departments in this store, is not only due to her 
keen merchandising ability, but to her womanly intuition 
of what is needed to make a home homey. It must be said 
that when she goés into a sample room, the word is spread, 
“Here is a buyer, not a sampler.” Articles are regularly 
sold in the Potts’ store in grades favorable to those which 
are carried in the best stores in the country. 

A jewelry stock, believes Mrs. Potts, must be constant- 
ly reconstructed, with particular emphasis on items falling 
under the dictates of fashion or current conditions. By 
having the stock under very close control, the constant 
changes may be anticipated, so that the goods on the 
shelves will reflect the present buying tendencies. Bud- 
get buying, a departmentized stock and a perpetual in- 
ventory, are of course, the contributing factors toward 
having the exact proportion of a balanced stock on the 
shelves at all times. A study of the changes in the living 
conditions of one’s community is always productive of 
pointing out the definite trends which effect the stock 
on the shelves. 

Take all tableware for example. An intimate knowl- 
edge of the social activities is a positive guide which will 
THE JEWELERS’ CIRCULAR 
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enable a jeweler to serve as a valued counsellor, if he 
knows what it is all about. If he goes to market at least 
twice a year, knows what is new and why—his business 
is much better off than if he stays in the store grumbling 
his life away. 

Experience has taught that when china, glass and 
sterling are shown together, in one setting, more sales 
will result for all. A handsome piece of lace will set 
off and enhance good tableware, but great care must be 
taken that the individual patterns of lace, silver, glass 
and china blend into one harmonious whole. When this 
is done as it should be, patterns, colors and settings just 
right, the trade gets so perfect a picture that all sales re- 
sistance is swept away. 


le takes time, patience and knowledge 
to work out these correct combinations, but it pays. Those 
jewelers who do not have this ability themselves, should 
surely have someone in their employ who is extra capable 
in this direction. This particular feature takes considerable 
time and thought and a lively appreciation of the worth- 
while things of life. 

People in the small cities are harder to please than 
those in the larger centers, for many customers carry a 
picture of the big stores’ stocks in their mind’s eye. This 
comparison is rather apt to make them think that a smaller 

(Turn to page 85) 
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The gift department at 
the rear of the Potts 


Store 























The refreshing philosophy of Mrs. W. H. Potts, 
is that work eliminates many of the accusations 
with which the jewelry business is so often wrong- 
ly charged. “My work is truly wonderful and | 
love it. | know if | keep my store, my store will 
keep me. | am doing my best to give ‘Old Man 
Depression’ all the licks possible and make it so 
disagreeable for him he will be delighted to leave. 
My store is my playground. | make every hour a 
winner, determined to give my best and live 24 












hours a day.” 























JOHN J. FARACO 


F Educational Contest 4 


is 
Doe uth Contest- Lesrn more about Dismonds Me 


TEN PRIZES FREE ” WINNERS 


TODAY'S QUESTION 
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The display stand placed in the window attracted 
crowds eager to learn the question suggested for 
that day, which was placed in the white space shown 
on the display. 
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THIS MAN'S 
DIAMOND 








“From my own experience,” says John J. Faraco, 
jeweler of Clinton, Ind.,” the success of this contest 
was due to the fact that | did not mention selling 
diamonds in any way. When people came into the 
store to ask one question or another about diamonds, 
| explained the question very clearly and this gave 
them the impression that they were talking to a 
person who really knew diamonds, which is the key 
to success in selling diamonds.” 








A jeweler with an idea 
has demonstrated that it can be made productive of real 
business. With a small population to draw from, John 
J. Faraco, Clinton, Ind., determined in the month of 
March that he should be doing more diamond business 
and that the public would buy diamonds if the idea was 
attractively presented. 

He immediately proceeded to gather all available in- 
formation about the diamond and put it in booklet form, 
outlining its history, romance and desirability, followed 
by a series of questions and answers which would hold 
the interest of the reader to the last page. 

He did not stop with the sowing of the seed, as he knew 
that many who would read the booklet would be pros- 
pective customers for a diamond. So he decided the next 
step was a contest and to award prizes for the best 
answers. 

Out of a population of 8000—719 answers were re- 
ceived. Three prizes were awarded, the first a $100 
diamond ring; the second a 17 jewel wrist watch and 
the third a pearl ring. 

The success of this idea is summed up in the following 
statement made by this jeweler: 

“During the contest we sold 31 diamond rings and we 
sold practically all the diamonds that were sold for grad- 
uation also. I really consider that this has brought won- 
derful results, not from the standpoint of competition 
with other jewelers, but because of the incentive to buy 
more diamonds which was created in the minds of the 
public. Besides the business and the free front page 
publicity derived from this contest we have received the 
congratulations of a contestant who went quite a distance 
to look for information on this subject and found facts 
of which he had never before been aware.” 

Mr. Faraco goes on to state that he started with a 
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RINGS 


beaver board sign in the window and finished up with an 
electric display. 

“Tf I start another contest instead of offering three 
prizes I will offer 10. Due to the depression before start- 
ing the contest we decided that we were not going to buy 
any diamonds during the year 1931, but after the contest 
was sponsored we were forced to buy several lots of dia- 
monds. You will notice that this changed our plans 
from pessimism to optimism and don’t forget that Clinton 
has only about 8000 people and since it is in the heart 
of a mining district business here is in a very depressed 
condition. It is evident that if the jewelers of the country 
will get out of a pessimistic attitude they will come to 
the front with a good sprint. The business is still here 
and money of this country is still in circulation.” 


M.. Faraco in preparing 
for this contest ran advertisements in the local newspa- 
pers and received a considerable amount of free publicity. 
He also had the cooperation of the faculty of the local 
school where hundreds of students entered the contest. 
Handbills were used to support the newspaper copy and in 
circulars and advertising suggestion was made that the 
contestants could learn much about diamonds by a study 
of the books on the subject at the public library. One 
question was placed in the window and newspaper each 
day. The contest covered 60 questions and the rules of 
the contest follow: 


1. This contest consists of 60 questions and begins— 

2. One question will appear each day in the Daily 
Clintonian, also same question will be placed in 
our window. 


(Turn to page 87) 





The front of Faraco’s store, with window display fea- 
turing contest, around which the center of interest 
was focused. 
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IDEA SOLD THIRTY-ONE 


Diamond Educational Contest 


Consists of 60 Questions. Commercial, Historical, 


Guatioan humaatt ive ticenes tae 


Answer All or Part. More 


VALUABLE PRIZES -- FREE TO THE WINNER 


First, Second and Third Prizes Now on Display in Our Window 


NOTHING TO BUY. 





TO SELL_——-NO STRINGS ATTACHED 


This contest is given for ped - me eran pe pee net ay emerge eg 


ne eran aes 
modern cuts 


ppp eens 





A 
Q No. 2—in what countries are the most diamonds found? 





A. 
Q No. 8—Who coatrots the diamoed tmdustry? 





A. 
Q. Mo. 4—Whaet sation posereses the mow diamonds? 
Boe 





Q. No. S—in what countries are the most diamonds cut? 





A. 
Q Ne. 6—What nation uses the most diamonds? 





A. 
Q. Ne. 7—What diamonds have the least brilliancy? 





A. 
Q. Ne. B—Name the cheapest diamond. 





A. 
Q No. O—What hind of diamond ts mostly in demand? 





A. 
Q Ne. 10—Is a diamond, clear from any spots, perfect? 


a the different qualitice and gredeo; alee the rere colors, fancy 


Ce aaa 
tm price to the 





@ ma Santee Gam gaaeans cia 
‘A 
Q Ne. 84—Why do two diamonds of (fe same weight am@ bows 





A 
Q No S5—Whar percemtage of diamonds ts selected to be Tire 
quality? 








A. 

Q. Ne. 86—How doce fire effect diamonds? 

A. 

Q. Ne. 87—How dors the diamond judge distinguish the differ- 
race im (he prices of diamonds? 





A. 
Q Ne. 88—Name the differeet quaitfications of » diamond that 
stamps & as firet quality. 








A. 
@ Ne. 89—How many types of impurities are there i an i 
perfect diamond? 





A. 
@ No. 11—How many facets does 5 full cut Gamond have? 
a 





Q Ne. 12—How many facets docs « single cut diamond have? 
A.. 





Q. Ne. 18—How many Gifferent cofers of diamonds are there? 
Name them. 


A. 
Q Ne 40—Besides Ne value as a gem what other usrs has (bo 
Ata med > 





A. 
Q. Ne 41—Hew many historical diamonds are there? 





A 
Q. No. 49-—What so famcy diamond? 
A. 





a. 
Q. No. 14—What material ts used to cut éiamowds? 
a 


@ Ne. 48-—What is « rare Giamend? 





@ Ne. 15-—Hiow many modern cuts of Giamonds are there? 
Name (hem. 


A. 
Q. Ne 44—Give the name and weight of the largest diamong im 
the world. 





A. 
Q No. 16—Which imperfect diamonds have the most brilliaace? 
A. 


A. 
Q Ne 45—Who found the largest ¢iamoad tm the world? 
a. 





Q No. 17—Whet stme diamond bas (he most valwe per care? 
AW 





SS Se 





Osa Te tas ne ela of roe ghee price nme ad 
the vader of the lowest priced per carat? 


Q Ne 46—What date was the largest diamond im the world 
fommd ? 





A 
Q. Neo. 47—im which mine was the largest diamoed found’ 
A. 





Q No. 4@—How many diamond cutters are there? 
a 





about them or to one whe hes 
more Lnowtedge of (bem? 


a soit whem oa neem me gc wld a pres 
who kuows nothing 





© itn. AbCAIAA DaInLUR USE MIUREDEEINSS Gn aamenaE 
2 cavet cee? 





y™ 
Q No 23-—Name five diamond mines. 
don 





Q No. 33— What size diamond is most popular? 
A. 





Q. No. 94—What ie the meaning of » commercial diamond? 
A 


Q. Ne. 4@—How many people are employed im the manufacture 
‘aed preperation of diamoed jeweiry” 


r 
Q Ne. 50—Naeme the most important person im the dinmond 
tmdmetry > 








A. 
Q Ne. Si—is there any diamond existing with no defects? 





A. 
(Q. Neo. 5@—Name the Unree qualifications of diamonds. 





A.. 
@ Ne, SB—Are dinmeonds affected by acids of any chemical 
processes? 





Q. Ne. 33—How long docs it take to become « diamond judge? 
A. 


A 
Q No. 54—Who possesers the largest diamond at (hte Lime? 





Q. No, 36—How can a person become « diamund expert? 


a 
Q. Ne 33é—How much weight dors a diamond jose is cutting? 





A. 
Q No. 27—Name the srarcest diamonds. 
A. 





Q. No. 28—What stomcs are more scarce than the diamond? 
A. 
Cea ae 

Or the single cut’ 





Serie ams tatty, Une fall cut 


A 


Oe re TEES Oe pemn te ot Gee 
ve full knowtedge of them 





A. 
Q@ Ne. 56—What pe---atage of diamonds r ined is = ‘able for 
jewelry ase? 


Q Ne. 57—What ts the upper part of = diamond called? The 
edge? The lower part? 








Gow 
@ Neo. 58-—What city in the world is called the “Diamond City"? 





A. 
Q. No. 3O—Give the proportions of a property cat dimmond. 





$m: Sacdiipanalagiiicnemecnamaans 


A. 
Q No. 60—if « diamond recetves a sharp blow, will M break? 





AN answers will be qualified by a diamond judge. 


‘The one having the greatest number of correct answers will receive free the first prise, Second and Third winners will also re- 


carsaas quawere to quedionrgiiting Sil hueaieigs ef the ustaps es Gmente? 
Address 








City. 
(Copyrighted 6931. All rights reserved.) 


215 South Main 


The Faraco Art t labile Shop __ 


A copy of the questionnaire form containing the 
questions and space for the answers. One question 
was placed in the window and newspaper each day. + 
The idea received the cooperation of the faculty of 
the local school, many students entering the con- 
test. The advertisements urged that information 
regarding diamonds could be obtained from a study 
of the books in the public library. Much free pub- 
licity was secured in promoting the event. 









NINE WAYS TO SMOKE 


We'll Get Him Yet! you may not sell anything to the 




















You have just two sources to increase your sales volume. 
Your present customers and those prospects that can be 
developed into customers. Your present business and 
customers should be fairly secure, so turn your attention 
during the spare moments that Summertime offers, to in- 
creasing your prospective customers. 

In this article nine practical and simple methods are 
described for building up your customer list. Select at 
least a portion of the suggestions and devise a system 
whereby you will carry out a definite plan to attract new 
trade to your store. 

































































Vey often the difference 


between a successful jeweler and one unsuccessful, is that the former exploits 
every possible source of business while the latter waits for business to come 
to him. This situation is aptly illustrated by the story told of two jewelers 
meeting on the street, the one inquiring how he found business, the other 
replying, “I don’t, I go after it.” 

Certainly no one has to be convinced that the great majority of people have 
money to spend. But it is also just as true that they must be induced to spend 
it for something that they really want to buy. People want to buy what 
they have been educated to want. They want that for which a desire has 
been created and the sales appeal must be sufficiently forceful to attract 
customers to your store. 

There are two sources from which 
business can emanate, your present 
customers and new prospects. 

Too much stress cannot be placed 
upon the significance of classifying 
prospects as to types and sales oppor- 
tunities. After you have built up a 
list it is more important that you fol- 
low through on the names with the 
determined stamina that is so essential 
to selling. Adopt a systematic method 
of uncovering business. Devote a 
certain part of each day or week to 
the development of new prospects and 
sales opportunities. If you set aside 
a definite time to do a job you'll dis- 
cover that the energy directed to this 
period will prove profitable. 

We have listed a number of ways 
in which you can attack the problem 
of securing new, customers. 


1. WEDDINGS and ENGAGEMENTS: 


All will agree that these should be 
listed first because of their importance. 
Your marriage license bureau is one 
source of contact to be approached. 
List the names and date of the wed- 
ding as well as the address. Although 
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young couple for their wedding, remember anniversaries 
are something that husbands appreciate someone remind- 
ing them of. Engagements provide direct sales oppor- 
tunities. Offer the services of your organizations Have 
someone in your store an authority on what is the cor- 
rect etiquette for weddings, and attempt to sell the wed- 
ding silver, stationery, wedding ring and gifts given by 
friends and relatives. 

The fond parents will appreciate a letter of congratu- 
lation. Word it cleverly and don’t make it a purely 
commercial approach. 


2. BIRTH RECORDS: 


Secure a list of births from your state or city bureau 
in charge of this recording. Not only do you have an 
opportunity of selling immediately something for the new 
born baby, but frequently gifts are sent to the mother. 
If you are acquainted with the relatives compose a letter, 
calling attention to 10 articles that would be appropriate 
for a young baby. Follow this list through each year 
and bring it up to date. Be careful of names and spelling 
and be sure you have the child’s name entered on the card. 


3. BUILDING PERMITS: 


New homes need silverware, clocks and many other 
items sold in jewelry stores. Following through until the 
house is completed. Contact the prospective home owner 
with a personal call, suggesting certain articles that should 
be included in the new home. Have an architect, if you 
can, recommend electric clocks and silverware of the same 
period of architecture. 


4. NEWSPAPERS, SOCIETY COLUMNS, ETC. 


Here is veritable source of information which can be 
directed into sales. Bridge parties, weddings and engage- 
ments, certain birthday parties and anniversaries, banquets 
where someone is to be honored with the presentation of 
a watch or silver chest. Golf tournaments, where prizes 
are offered. Contests of every character. Observe certain 
inheritances where new wealth has come into a family. 
This may be an opportunity for refurnishing a home or 
buying a new piece of jewelry. A lawyer winning an im- 
portant case which may involve a big fee is another source 
of new business. Of course it is obvious that diplomacy of 
the most delicate kind must be employed in the sales ap- 
proach to any of these suggestions. 


5. GRADUATIONS: 


Here is a valuable list. The future brides and grooms 
are among the names. In the years not far distant after 
graduation engagement rings and presents are required. 
Showers for the brides by classmates are a source of addi- 
tional business. 


6. THE TELEPHONE: 


Retailers are using this means of getting business more 
and more. Instead of wasting a morning dribbling the 
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Many of the ideas for building new customer con- 
tacts contained in this article have been planned to 
fit the needs of the jeweler in the smaller community 
and the neighborhood jeweler in the larger cities. 

Little or no expense, except the individual effort 
and energy of the jeweler, is required in the operat- 
_ing of any of the suggestions offered. 

There will be business in the Fall, make no mistake 
about it. If you intend to attract your share of the 
illusive dollar that will be spent for merchandise sold 
in jewelry stores plan now. 








time away why not have the salesmen ring up a list of 
customers, advise them of new items just arrived. This 
is effective for jewelers in neighborhoods where other 
forms of advertising are not available. Check your watch 
repair customers and suggest they have their watches 
cleaned. The silverware may need refinishing. A clock 
may be out of order. Capitalize the idle moments. 


7. NEW ARRIVALS IN THE CITY: 


Make an effort to locate new arrivals in the city. 
Most small communities record this in the papers. Usual- 
ly people moving from one city to another need new mer- 
chandise sold by a jeweler or will need a jeweler for 
future purchasing. New arrivals are worth following up 
either through the mails or in person. 


8. PERSONAL CONTACTS 


Call on your business friends in the morning. Make 
it a point to meet one or two people each day outside of 
your store. One merchant in Texas spends an hour 
each morning calling on other retail merchants. He gen- 
erally has a business idea worth while and is always 
welcome. If a banquet has been given and addresses were 
made, he makes it a point to call on the speakers and 
commend their talk. No jeweler can have too many 
friends. Other contact points such as churches, clubs, 
lodges and various organizations offer selling opportunities 
for the alert jeweler. 


9. LETTERS TO CUSTOMERS: 


Letters with excellent fill-in mame and address are 
not expensive. If you have no organization in your com- 
munity that can handle this work locate a firm in your 
neighboring city. Send a letter each month to your cus- 
tomer list. Make them intimate, friendly and above all 
offer merchandise that at least has a semblance of being a 
useful or wanted article. Don’t be misled that you 
can’t offer $1 or $2 items. Merchandise of this character 
creates store traffic, brings people into your store and gives 
you an excellent opportunity of making an impression. 











Jewelry Sales in 
New York 


PPROXIMATELY 25 per cent 

of the entire jewelry sold in the 
United States is disposed of in the 
metropolitan district in and around 
the Port of New York—that is, if 
the government figures based on the 
old tax returns still hold good. For 
the Census of Distribution figures 
now made public indicate that in 
1929 the 1486 jewelry stores within 


the five boroughs of New York City: 


alone disposed of jewelry amounting 
to $95,257,454. This does not take 
into account the jewelry, silver and 
kindred lines sold through depart- 
ment, hardware, novelty and other 
stores. 

Manhattan borough is credited 
with the bulk of the sales of the city, 
for the 815 jewelry stores in Man- 
hattan for that year had net sales of 
$82,574,634 while the 407 stores in 
Brooklyn in the same time sold but 
$8,045,004 ; the 109 stores of Queens, 
$2,228,466; the 134 of the Bronx, 
$2,128,358, and the 21 stores of Rich- 
mond, $280,992. The average yearly 
sales per store of Manhattan was 
$101,318; of Brooklyn, $19,766; of 
Queens, $20,444; of the Bronx, $19,- 
526, and of Richmond, $13,380. 

That the rate of turnover of the 
stores in the different boroughs varied 
is to be found in the statistics of the 
value of the stocks on hand at the 
end of the year when compared with 
the total sales. These stocks in the 
entire city taken at cost amounted to 
$74,260,247, of which the stocks of 
the Manhattan jewelers amounted to 
$67,122,299; of Brooklyn, $4,717,- 
191; of Queens, $1,057,512; of the 
Bronx, $1,211,356, and of Richmond, 
$151,889. It will be seen, therefore, 
that the stocks carried by the Man- 
hattan jewelers were far larger in 
proportion to net sales than those of 
any other borough. 

The complete figures of the jewelry 
sales of New York compared with 
total commodity sales and the de- 





tailed figures as to population, sales 
per capita, average sales per store, 
number of employees, salary and 
wages, etc., appear on another page 
of this issue and were compiled by 
THE JEWELERS’ CIRCULAR from the 
preliminary reports of the Census of 
Distribution which have just been 
issued by the Bureau of the Census 
of the U. S. Department of Com- 
merce. A study of these will prove 
of value to all manufacturers and dis- 
tributors who wish to analyze the 
position of the New York market 
in connection with the rest of the 
country. 





Invoking “Good Will” 


HAT there has been an im- 
provement throughout the entire 
country in all industries, including 
jewelry, in the past few weeks is evi- 
dent to the most casual observer. 
Best of all, there has been a complete 
change in the psychological back- 
ground—a change of mental attitude 
that has brought hopefulness and at 
least some cheer to business men all 
over the land. 
Now, though this change directly 
followed President Hoover’s debt 
proposal and resulted directly from 


T ANNOUNCEMENT 


Beginning with the Septem- 
ber issue the date of pub- 
lication of THE JEWELERS’ 
CIRCULAR will be advanced 
from the 15th to the 25th of 
the month. 

The September issue will 
begin to go to press on Aug- 
ust 15th and will be in the 
mails August 25th, so that it 
will be in the hands of our 
readers before the first of 
September. 

Closing date for advertis- 
ing copy for September issue 
will be August 15th. 
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the action of the administration in its 
proposal to foreign nations, many 
have wondered why a simple eco- 
nomic suggestion should produce such 
an immediate result throughout the 
world among business men and work- 
ers worn to a point of almost numb- 
ness from the business depression and 
the conflicts of political ideals. Is it 
not possible that President Hoover 
has invoked a moral force as well as 
an economic solution when he sent his 
proposals broadcast and is it not the 
compelling power of this moral force 
that is producing the great results 
that we have seen? 

Such was the suggestion recently 
made by one of the directors of the 
United Business Publishers, Mr. 
A. I. Findley, at a board meeting, 
who summed up the underlying power 
behind the proposal in the words 
“Good Will.” Mr. Findley said in 
part: 

“More than any other factor, 
ill will—between nations, be- 
tween political partisans, between 
business competitors—has been 
outstanding in this depression. 
None that preceded it has been 
marked by such intense expres- 
sions of bitterness. Statesmen in 
one nation charging responsibil- 
ity upon those in another; politi- 
cal spokesmen arraigning opposi- 
tion party leaders; publicists and 
economists assailing legislative 
and administrative policies and 
excoriating those in authority for 
failure to find the way out; busi- 
ness men using unethical meth- 
ods to wrest orders from com- 
petitors—such has been the sorry 
record of the past two years. .. 

“And now for a full week the 
world has been under the spell of 
a new spirit. Never has there 
been such world-wide accord on 
any matter affected with an in- 
ternational interest. The good 
will that went out from Washing- 
ton has been answered by govd 
will from every corner of the 
globe. A great incubus has been 
lifted from international rela- 
tions, from business between na- 
tions, from domestic business in 
every land.” 
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F. T. C. Deals Blow to 


Price Maintenance 


SERIOUS blow was dealt to 

the movement for price main- 
tenance and against the enactment of 
the Capper-Kelly Bill late in June 
when the Federal Trade Commission 
sent to Congress its final report on 
the subject, in which it said that it 
could see no present need for resale 
price legislation. In view of the pre- 
liminary report previously issued by 
the Commission, this conclusion came 
like a “bolt from the blue” and com- 
pletely upset what seemed to have 
been the decision reached by the Com- 
mission sometime ago. 

The report which was sent to Con- 
gress, June 22, declares that no legis- 
lation permitting resale price main- 
tenance is called for at present and 
the Commission believes it would be 
dificult to provide government regu- 
lations on price maintenance that 
would bring relief to the makers of 
trademarked goods without doing in- 
justice to consumers, and, at the same 
time, meet the tests of practical ad- 
ministration. 

The new conclusion seems to be 
based on the fact that of the 691 
manufacturers reporting, 61 per cent 
expressed no preference as to legaliz- 
ing resale prices, while 10 per cent of 
the number doing four per cent of 
the volume of business opposed it. 
However, the Commission admits 
that as against this 10 per cent who 
opposed, about 29 per cent of the 
total favored price maintenance and 
that these had a larger percentage of 
the gross income and their average 
rate of earnings was larger than of 
those who opposed. 

The Commission points out that at 
the time of the first report in Jan- 
uary, 1929, 69 per cent of the manu- 
facturers who replied, favored resale 
price maintenance whereas today only 
29 per cent did so, indicating this as 
a reason for recommending against 
price maintenance now. 

But a careful reading of the report 
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Will the foot come down? 





to our mind does not seem to give suf- 
ficient reason for the recommenda- 
tions now made. In fact, the way 
the different facts are presented will 
look to the ordinary advocate of resale 
price maintenance as if they were se- 
lected, prepared and adjusted to 
bolster up a reversal of attitude forced 
upon the majority as a result of either 
political or economic expediency. 

We doubt if the price maintenance 
advocates either in or out of Congress 
will feel that the conclusions to which 
the Commission has come are justified 
by the facts it has obtained in its sur- 
vey. 


The Price of Platinum 


HE complete change in the plat- 

inum situation in the last five 
weeks has been a matter of distinct 
satisfaction to the entire jewelry 
trade. The fact that this precious 
metal had gradually gone down until 
its price was close to that of fine gold 
for a short time proved a serious 
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handicap to the industry in many 
ways. But the market began to 
strengthen about the first of June and 
the jump came quickly, first to $27.50 
per ounce and then, as announced in 
last month’s issue, to $40 per ounce, 
at which price soft platinum has re- 
mained for the past month. 


But the market has not only re- 
mained steady but “hardened” as time 
has gone and the general expectation 
now is that the price of platinum will 
either remain steady or go up as the 
season advances and the demand for 
the metal increases. The change in 
the market has not only increased the 
value of platinum in the jeweler’s 
stock by a material amount but has 
helped to establish the confidence of 
the public again in the value of this 
metal—a confidence that was begin- 
ning to be shaken during the periods 
that the prices gradually decreased 
owing to the demoralized condition 
of competition among the big pro- 
ducers. This condition fortunately no 
longer exists. 


















Many jewelers who challenge the value of adver- 
tising will profit from reading Old Veteran’s defense 
of this modern merchandising force. He says: “Why 
Advertise? To cultivate man’s natural craving for 
jewelry; to combat the appeal of competing mer- 
chandise; to make more jewelry more of a necessity 
to more people; and to make them feel your store is 
the place to buy it.” 
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“But wait! 
competitors are. Certainly‘not the other jewelers. They 
are busy boosting the jewelry industry, of which you are 
a part. Every jewelry advertisement helps every jeweler. 

“T tell you, Don, your real competition comes from 
the outside, the radio man, the automobile man, the hat 


You and I don’t seem to agree who your 


man. Each of them is doing his best to make the public 
hungry for his particular product—instead of ours. 
“Let’s think clearly a minute. Forget the public as a 
mass and think of an individual—anyone. He has an in- 
come. But that income covers only a small part of his 
wants. Life to him becomes just one round after another 
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By 
MURRAY C. FRENCH 


Rae disgust was written 
all over the face of Don Patty, the jeweler. 

“Tt’s all wrong, Old Vet!” he blurted out as he passed 
a newspaper clipping over to his friend, the Old Veteran. 

“Look here! This interesting ad, run last Wednes- 
day, cost $18. The next three days we sold just five 
articles. Gross profit, $10. That puts us $8 in the red 
on the ad, besides all our expenses selling the items, 
doesn’t it?” 

“H’m. So that’s the way you figure it!” the Old 
Veteran replied. 

“And why not? I’m telling you the newspapers have 
us all buffaloed. We spend $50 a week to keep people 
away from the jeweler across the street. He spends as 
much trying to pull our trade over there. The other 
stores pay out big money fighting us both. The news- 
papers get all the benefit; we pay all the bills.” 

“And what?” 

“Well, why can’t we get together with our competitors, 
quit advertising and pocket all that money ?” 

Patty paused a minute, then added with a sly grin: 
“Of course; Old Vet, I don’t always mean everything I 
say. But frankly, when it is so hard to check any definite 
results, you can hardly blame a fellow for losing his 
temper and wondering, why advertise, anyhow?” 

“Now there’s a good question, why advertise?” the 
Old Veteran beamed. “To get business—yes, get busi- 
ness away from your competitors. 
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of denying himself certain things in order that he may 
have certain other things. 

“He maintains a sort of mental ’want list.’ Whether 
he can afford them or not, he records there all the needs 
that have been aroused by advertising, social life, displays 
of merchandise, salesmanship, or what not. As he acquires 
certain things he scratches them from his list—and other 
wants keep piling on. The list seems never to grow 
less. 

“The facts are that whenever he buys a piece of jewelry 
he does so because something has made him decide he 
must have that jewelry in preference to every other item 
on his ‘want list’ right then. 

“Those wants are all clamoring for the same dollar. 
The one making the strongest appeal gets it. Looking 
at it that way advertising becomes a very serious matter 


indeed. 


“~ 

Il confess, Don, that 
I too used to be pretty skeptical and hard headed about 
advertising. I argued that people want what they want 
—and that’s all there is to it. 


“Here lately I can see they want what they want 
and they buy what they buy because somebody has 
taught them to want it badly enough to buy it. 

“And that’s the answer to Why Advertise? To culti- 
vate man’s natural craving for jewelry; to combat the 
appeal of competing merchandise; to make more jewelry 
more of a necessity to more people; and to make them 
feel your store is the place to supply that desire.” 

Patty sighed. “But everybody considers jewelry a 
luxury.” 

“Nonsense! I’m surprised at you! Things are neces- 
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sities or luxuries only as people think of them as such. 
Food is a necessity, we'll say. Yet many a girl skimps 
on her lunches day after day so she can buy a bracelet or 
a necklace. Simply because she considers it more essential 
to her happiness. 

“To one accustomed to entertaining a smart silver 
service is just as necessary as—well, as the dining table 
itself. And to the hostess tasty jewelry is just as essential 
a part of her costume as are the shoes on her feet. 

“Jewelry is a luxurious necessity. That thought domi- 
nates good jewelry advertising. 

“The perfect advertisement does three things; first 











Old Veteran emphasizes a pertinent principle 
about advertising and how it reflects the very being 
of astore. Here it is: “Advertising, by its character, 
indicates the personality of the advertiser. Readers 
get a very definite idea of the kind of store it is, 


even those who have never entered the door. Ad- 
vertising is the outside representative of the concern. 
Your ad is you—in print.” 











builds prestige; second, sells merchandise; third, promotes 
a major department. 


dd 
Advertising by its character, 
indicates the personality of the advertiser. Readers get 
a very definite idea of the kind of store it is, even those 
who have never entered the door. 

“Advertising is the outside representative of the con- 
cern. Your ad is you—in print.” 

The Old Veteran had been turning the pages of the 
morning paper as he talked. He paused and pointed to 
one of the advertisements. 

“Here’s what I mean. Look how this ad is all crowded 
up, telling the whole world that man is a stingy, close 
fisted fellow to deal with. 

“This other one over here has a crooked cut and weak 
copy proclaiming that advertiser to be a person careless 
of details. Then in this one the merchant tried to impress 
people with a lot of heavy, bold face type. Such an ad 
is just like shouting at a customer. It marks the adver- 
tiser as a loud mouthed bluff.” 

The Old Veteran’s eyes twinkled. 
wouldn’t ever do such things.” 

Patty shrugged his shoulders. ‘To be honest, Old 
Vet, I wouldn’t be surprised if some of my ads are just 
as bad. My only excuse is I always seem to be so busy 
with something else—probably less important. ‘The news- 
paper sends over for copy. I put them off a half hour. 
They come back. I’m still busy, so I scratch off a few 
words on an envelope ‘and trust to luck the proof comes 
through okay.” 


“Of course, you 
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“Yet the hasty words you wrote cost you possibly a 
dollar apiece,” the Old Veteran reminded him. 

“And worse—such ads as these drive more trade away 
than they bring in. Simply by the undesirable impression 
they create. People don’t want that kind of jewelry. 

“We all agree that prestige is the backbone of a jewel- 
er’s business. Yet many go to the other extreme and 
avoid, in their advertising, all attempts to sell, which is 
requirement number two. For instance, the business 
card type of ad that announces with frozen dignity, ‘Don 


Patty, Exclusive Jewelry. Established, 1873.’ 


“In my opinion such an ad omits two of the requisites 
of a good ad and thereby weakens the third. It neither 
sells anything nor promotes a department. Even the sales- 
men in some of our dignified jewelry stores high-hat the 
idea of getting right down and selling, persuading, telling 
why, exciting the customer’s imagination. 


Md 
High pressure salesmanship 
is taboo. But just the same, I would much rather have 
a jewelry salesman whose enthusiasm tends to make him 
urge his customers too hard, than the over-careful type 
who is timid about elaborating upon the excellence of his 
goods, 


“The best builder of prestige consists of selling a 
satisfactory piece of merchandise in a pleasing way 
among comfortable surroundings. 


“But selling is the main point. Just reminding folks 
that you have it won’t do. Possibly some good will may 
grow from the remark, ‘It’s a fine store.’ But how much 


(Turn to page 89) 














The smart woman is aware of the fact that to 
maintain her reputation of elegance she must con- 
sider having jewels to meet every change in the 
mode—says Jean Patou, the eminent stylist. 








Laie the so-called depression 
which for more than a year curtailed the buying of fine 
jewelry as well as other luxuries, women of fashion are 
apparently now paying more attention to the appropriate- 
ness of their jewels and gems than they have done for 
years. There has never been a time when the discriminat- 
ing buyer can show better taste and better judgment in 
the selection of jewelry than at present. This is due to 
the fact that in silhouette and contour women’s apparel 
lends itself better to jewelry ornamentation than it has 
for years. The longer dress, the more feminine styles 
and the softer materials tend to show off the beauty of 
jewelry ornamentation better than those of the past decade. 
What is more, the variation in dress based on various 
style periods, give an opportunity to use many kinds of 
jewelry appropriately that were “out” for a long, long 
time. 

Recent Paris dispatches indicate that the lines of dress 
in general will be little changed, though the skirt lengths 
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Bracelets in the Paris Manner 
(Designs by A. GREBEL in “LA PERLE”) 





PARIS STRESSES JEWEL 





may vary for occasions and waistlines fluctuate according 
to figures. Interest in sleeves, according to one authority, 
is strong and these show a tendency to fullness—now on 
the elbow, now on the wrist. This and the cape effects 
in collars and the actual capes or handkerchief effects 
have had a marked influence in the wearing of both neck- 
laces and bracelets. 

According to a statement recently published by the 
Scripps-Howard newspapers, one eminent Paris authority 
states that /e decollete of this season’s evening gowns being 
almost negligible in front, a necklace with too long a 
pendant effect in the front would lack harmony, and 
destroy much of the character of the dress. This has 
led to the creation of necklaces worn with the pendant in 
the back (which were among the novelties noted in THE 
JEWELERS’ CIRCULAR over a year ago.) In these back 
effects, the new necklaces break the line of the decollete 
that might appear a little too wide otherwise, besides 
imparting an idea of length, which is an important point 
in the modern silhouette. 

Styles for both the summer, the fall and particularly in 
the evening gowns for winter are expected to make the 
bracelet more popular than ever. 

At a recent meeting of stylists in New York, one speak- 
er after quoting from Paris dispatches as to coming styles 
and the new two piece evening dress that curtail orna- 
ments at the neck, stated that most of the jewels worn 
by the typical women of fashion this summer and fall 
will be concentrated on her wrists or in a large brooch. 
It may be that she may wear bracelets from her wrist to 
her elbow without offending good taste. These styles 
may result in wearing less at the neck, with perhaps the 
new pin clip, or brooch or bar pin. Whether or not this 
will have an effect of developing the larger brooches or 
bar pins is yet a question which time alone can answer. 


Hat and Finger Rings from Paris Ensembles 


a spite of its 
recent ultimatum against the monotony of the fashion 
ensemble, Paris never seems to tire of finding ways 
of making parts of the same costume match up with each 
other. So writes K. D’Orsay, Paris Correspondent 
of the National Jewelers Publicity Association, and he 
cites as one of the newest interpretations seen frequently 
on smart women on Rue de la Paix is a group of two 
rings matching in design but not in size—one worn on 
the hand and the other on the hat. 

One of these new ensembles is shown on page 49. 


Congo Jewelry Inspires Paris Jewel Designers 


D’Orsay also reports that authentic adaptations of 
African (Congo) jewels are being shown in smart Rue 
de la Paix shops. One of the favorite Congo jewels worn 
by Paris women right now is the rigid necklace of twisted 
metal. It is not the soft pliable sort of the thing that 
rests in a relaxed line around neck and shoulders, but is 
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stiff and only slightly bent away from its original rounded 
shape. 

As the sketch shows, this necklace is worn by French 
women in the same manner as it is worn by Congo belles 
—in groups of two or three. 


Buckles in Profusion on New Paris Belts 


The single buckle, set with jewels, is no longer suffi- 
cient decoration for the smart Parisienne’s costume. Not 
even a pair, nor a group of three will do. The really 
fashionable belt worn in the French capital these days 
boasts at least 12 gemmed buckles. ‘The idea was 
launched by J. Suzanne-Talbot, who has a flair for put- 
ting exaggerated fashions into everyday use. Metal slides 
have come into added elegance and are now studded with 
precious stones. Prominent among the belt fashions was 
this dozen-buckle girdle, which has been taken up by 
French women to the point of becoming a fad. 


Jewelry an Integral Part of the Dress Says Patou 


jars styles are 
coming more and more prominently into the public eye 
in the news from Paris because stylists and fashion ex- 
perts are enunciating through the public press and other- 
wise, the principles of jewelry adornment which THE 
JEWELERS’ CiRCULAR and the leading American jewelers 
have been announcing to the public for the past 10 or 15 
years. As recently announced in an article by Jean Patou 
of Paris, (N. E. A. Service), ‘the stylists abroad realize 
now that jewelry styles evolve much in the same way as 
general fashions do with the difference that the rhythm is 
much slower and changes are apt to be less apparent to 
the unobservant.” 


But as Patou says in the article, though it is difficult 
to explain how jewelry styles are evolved, nevertheless, 
the smart woman is aware of the fact that to maintain 
her reputation of elegance, she must consider having jewels 
to meet every change in the mode. Ofter she must have her 
gems reset in the modern mode. 

Then this great French stylist is quoted as saying 

“With most of the new evening gowns combining unity 
of color with simple lines, and in view of the still popular 
vogue for all black or all white, the jeweled touch is in- 
dispensable. It supplies the note of sumptuousness as well 
as the necessary touch of color. 


“It is almost incredible in some instances how a piece 
of jewelry, if wisely selected, seems to lose its role of 
accessory and appear to form an integral part of the dress. 
The fichu bodice, for example, would be incomplete with- 
out a jeweled clip or brooch. It has all the appearance of 
holding the drapery in place, yet without it the dress 
would certainly not fall apart. 

“If you study the jeweled pin or necklace apart from 
the gown, on the other hand, you will realize that the 
latter does bear a certain influence, not on the actual 
design of the jewel or the workmanship, but certainly on 
its size and its form and the way in which it is worn.” 
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on Saturday be 
ready with a 
mid-summer  week- 
end sales plan offer- 
ing odds and ends at 


1 Starting August 


bargain prices. Fea- 
ture summer mer- 
chandise. Use your 


window displays for 
showing glass and 
chinaware. 
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The Sardonyx is 

the August birth 

stone, with the 
peridot named as the 
alternate stone in the 
A. N. R. J. A. list. 
Prepare a window 
display for today fea- 
turing the birthstone 
of the month. 


Costume jewelry 

for your window 

display today but 
do not overfill the 
space. A few careful- 
ly selected articles, 
well arranged, will 
attract passerby at- 
tention and help to 
build sales. Use at- 
tractive illustrations 
in advertising copy. 

























A summer silver- 

ware window dis- 

play with a cool 
green background 
should help to stimu- 
late sales. Select 
pieces appropriate to 
the season. Vases and 
flower bowls, an ice 
water pitcher and 


glasses may be used 
to advantage. 





Do not overlook 

the August vaca- 

tionists in your 
merchandising ap- 
peal. Display cam- 
eras, vacuum bottles 
and other suitable 
articles today. Photo- 
graphs made by local 
amateurs will attract 
attention. Show some 
camping scenes. 


end special sale 

today and dis- 
play some of the ar- 
ticles offered at re- 
duced prices. Travel 
merchandise should 
be given prominence 
in the windows and 
in the advertising 


copy. 


7 Advertise a week- 


Hold interest in 

the week-end 

sale by changing 
your advertising copy 
and window displays. 
Urge salespeople to 
make a special effort 
to clear up old stock 
and offer a_ percent- 
age inducement for 
the best results. 






























Start the 
| week with a 

special ap- 
peal to the young 
folk. Invite the 
stay-at-homes to visit 
your store. Display 
wrist watches for 
sports and evening 
wear and _ srggest 
other gifts for vaca- 
tionists. 


A carefully 
l l arranged 

window dis- 
play of fine station- 
ary for today. Ad- 
vertise your store as 
headquarters for dis- 
criminating - purchas- 
ers. Fountain pens 
and gold or silver 
pencils may be 


added. 





August is a 
| big sports 

month. It of- 
fers opportunities to 
increase business in 
trophies for athletic 
events. Silver and 
glassware, leather 
goods, watches, 
clocks and many 
other articles are 
suitable prizes. 





















Center atten- 
l 3 tion today on 

a vanity win- 
dow display. Select 
fine perfumes, vanity 
cases, compacts and 
toilet accessories for 
the display. Make it 
attractive and invit- 
ing and advertise spe- 
cial hot weather bar- 
gains. 





Make today 
l men’s day 

at your store. 
Cigarette cases. cigar 
clippers, gold, plati- 
num and silver 
knives, pocket and 
wrist watches, with 
chains and _ attach- 
ments, cuff links, 
and scarf pirs may 
be displayed. 





The tendency 
L5 in retailing 

during Au- 
gust is to clean up 
stocks in preparation 
for the coming fall. 
Use special price 
tables today group- 
ing merchandise in 
price classes and ad- 
vertise the event. 
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Selling Suggestions 
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Feature elec- 
l 7 tric clocks in 

adver- 
tising and window 
displays today. Why 
not start an “Old 
Timers” Contest. 
Other jewelers have 
found it a big help 
in selling more elec- 
tric clocks. 


Start an 
l 8 economy 

clearance 
sale today and con- 
tinue it the remain- 
der of this week. Old 
stock must be moved 
now. Department 
stores have been at it 
for some time. Ad- 
vertise your sale. 


Make today 
19 “Silver Day” 

in your clear- 
ance sale event. Move 
“shelf warmers” by 
offering them at less 
than cost prices if 
necessary. Out dated 
patterns and odds 
and ends will attract 
bargain hunters. 





Develop pub- 
y. l lic interest in 

your clear- 
ance sale by adding 
a “window sale.” Se- 
lect articles and price 
them low enough to 
attract attention. Re- 
duce prices hour by 
hour until merchan- 
dise is sold. 


Saturday 
y 9 week-end 

special _ bar- 
gains may be fea- 
tured today. Group 
old articles in lots at 
from one to five dol- 
lars on special tables. 
Advertise generously 
and close your sale 
tonight. 





Send a letter 
20 to your mail- 

ing list today 
calling attention to 
your big stock reduc- 
tion sale. Offer cos- 
tume jewelry, gift 
and artwares, watches 
and clocks at attrac- 
tive prices during the 
week. 





It is new 
time to be- 


gin to make 
a drive for the busi- 
ness to be obtained 
with the opening of 
schools and colleges. 
There is always ad- 
vanced buying of 
watches and jewelry 
for students. 





Start today 
7 5 with a strong 

advertis- 
ing appeal on new 
merchandise to at- 
tract school and col- 
lege business. Plan 
window displays to 
tie in with your ad- 
vertising. Show 
watches, gold and sil- 
ver pens and pencils. 


Keep up the 
26 pre-school 

opening in- 
terest in your stock 
during the remainder 
of the month by ju- 
dicious advertising 
and timely window 
displays. Feature the 
style appeal in new 
fall jewelry. 


Announce 
27 the arrival of 

more new 
stock that will appeal 
to school and college 
students. Send a care- 
fully written letter 
to parents and stu- 
dents inviting them 
to visit your store be- 
fore the school year 
starts. 


Adver- 
28 tise and dis- 

play travel 
merchandise for stu- 
dents about to start 
for out-of-town 
schools and colleges. 
Toilet-ware, leather 
bill folds and purses, 
hand bags and other 
suitable articles may 
be featured. 

















Display ad- 
29 vanced fall 

patterns of 
fine jewelry and ba- 
guette watches today 
and offer week end 
silverware specials. 
Show cigarette cases, 
cuff links, costume 
jewelry, wrist and 
pocket watches in a 
students’ window. 

























The first sell- 
5 | ing day of 

the week and 
the last day of August. 
School days are just 
ahead. Rearrange 
your students’ win- 
dow display and start 
the week with sales 
drawing newspaper 
advertising directed 
to students. 








We now step into 
September and the 
fall selling season. 
Plan your campaign 
for the coming month 
and resolve to take 
advantage of every 
sales building oppor- 
tunity. More effort 
means more business. 
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_- Money’s Worth in Silver,’ 


was the attractive caption that intrigued the interest of 
the passing throngs, for a momentary halt that lengthened 
into a pause long enough to provoke a desire to investigate 
the proposition presented in a window display of Haus- 
mann, Inc., New Orleans, La. 

Sterling silver in exchange for dimes, quarters, half- 
dollars and dollars of equivalent weight was demonstrated 
in a novel way. In the center of the showcase a large 
scale was shown, the tray on one side containing a quan- 
tity of silverware of the usual assortment of table ware 
that is the complement of the properly laid table, with its 
companion on the opposite side holding coins of the realm, 
that showed a corresponding weight. Distributed about 
the window was a collection of all the silver, the modern 

. hostess finds essential to the well equipped table for 
present day use. But most gratifying was the price of the 
articles presented for purchase which puts a chest of real 
silver within the range of the most modest of budgets 
and brings to many a woman the realization of a long 
cherished dream of ownership. 





A little dollar item 
that has pitched in and helped pay the rent at the jewelry 
store of Arthur H. Dibbern, Glendale, Cal., is a tiny 
bottle of perfume—a perfume that sells for $60 per 
ounce, the dollar bottle therefore having in it not more 
than the 60th part of an ounce. It is made the right 
size to go readily into a purse. It is convenient. Women 
therefore realizing the quality of the scent and knowing 
that the parcel fits the purse (in more ways than one) 
buy it and continue to repeat, some women using no 
other kind of scent. The item is always kept in the win- 
dow. Never is it taken out. ; 

“In addition to the convenient money this little item 
is constantly bringing us,” says Mr. Dibbern, “it has 
taught us a valuable lesson. It has taught us the value 
of rapid turn-over, and the value of pushing an item at 
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These are practical days. Ideas that will 
move goods for somebody else may move 
goods for you. Try some of these—the 
best of the month selected by our field 
editor following his recent trip into every 
State in the Union. 


the psychological time, pushing it while it is popular. As 
long as this small item continues to sell as it is selling now 








we are going to push it with all our powers. I doubt that 
we ever fully sensed the value of turn-over until this strik- 
ing lesson came to us.” 


- high grade stores 


in Springfield, Ill., each in a different line of endeavor, 
join in paying a well educated gracious woman 25 cents 
a piece to call on the new residents of the city. Not all 
people who move to town by any means, but just those 
who check up as being prospective desirable customers. 
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By 
Harry R. Terhune, 
Field Editor 


That Will Help Build Summer Business 


Most of the firms have some little souvenir to give as 
practical evidence of the “Welcome to the City” call. 
The Tobin jewelry store presents a bottle of silver polish. 
It is reported that several good customers have been 
started through this method. 


a contact is 
a very vital factor in building prestige for any institution. 
Many instances have been related where customers have 
made important first purchases from nationally known 
retail jewelry houses. That one purchase apparently 
ended the transaction, as far as the store was concerned. 
To guard against such a happening in their establishment, 
J. B. Hudson, Inc., Minneapolis, Minn., has recently 
installed a very complete yet simple, method of keeping 
in constant touch with its trade. 
Of course, the usual ‘““Thank you”’ letter is sent by this 
concern to each purchaser. To illustrate the thorough- 
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ness with which a watch sale is followed through it should 
be noted that a blue file card is made out at the time of 
the sale which carries all the necessary identification, num- 
bers, description, etc. All subsequent transactions having 
to do with this particular watch are duly noted on this 
card, which is kept in the repair department. 

Through this system, these cards are automatically 
turned up once a year from date of sale. The girl who 
has this phase of the work, takes the card to the head of 
the watch repair department, and from him gets detailed 
information that will form the basis of a personal letter 
to the purchaser. If the watch is due for a cleaning, the 
price and the reasons thereof are made plain. 
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Phineas Peters of M. G. Peters, 
471 Fulton St., Brooklyn, reports that two hand-lettered 
signs, one hanging in each window, increased considerably 
the volume of business for his store. —The announcement 


TODAY ’ 


PEAT Nona 





in the diamond display window was entitled “The 
Truth,” and read as follows: 


Fine Diamonds have and will always maintain 
their intrinsic value. Our stocks of fine diamonds 
are worth the regular fair marked prices. To in- 
duce more sales we are sacrificing profit. We offer 
reductions of 20 per cent to 40 per cent off regular 
prices for a limited time only. 


The other window exhibited the title, “As it is today,” 
and was displayed before the recent advance in platinum 
prices. The sign read: 

The present market of platinum was never so low. 
Our fine platinum jewelry can now be bought for 
25 per cent to 40 per cent less. Your outmoded 
jewelry can be remodeled into present-day vogue at 
small expense. 


Chin 2,000 people 
looked on as the “human fly” climbed up the smooth terra- 
cotta face of the 12-story bank building at Ogden, Utah, 
from which he dropped a watch. It fell to the sidewalk, 
without breaking, and was shown in the window of the 
jewelry company, still running the next day. 

L. Anderson, manager, Anderson’s Jewelry Co., Ogden, 
reports that scores of curious jewelry customers stood in 
front of the window and looked at the watch dropped 
by the “human fly.” 

“Not only did the stunt help to sell watches,” Mr. 
Anderson reports, “but it helped to sell rings, bracelets 
and other items as well. I had a most attractive window 
display on hand for people to see.” 
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IM TELLING YOU- 


FACT OUTRUNS FICTION 


PLATINUM WAS ONCE THROWN AWAY AS REFUSE. — FARLY 
SPANISH SETTLERS IN SOUTH AMERICA WERE (GNORANT OF THE 
VALUE OF PLATINUM AS AN ORNAMENTAL METAL AND HN THEIR 
MINING OPERATIONS, THE PRESENCE OF PLATINUM IN ALLUVIAL 

GOLD WAS CONSIDERED A DETRIMENT. IT WAS THROWN AWAY 
IN THE STREETS AND FIELDS AS LATE AS 1900. FIVE YEARS 
LATER, WHEN PLATINUM PRICES SOARED, THE ENTIRE Pop - 

ULATION OF QUuIDDO, COLOMBIA, STARTED FACAVATING 

UNDER THE HOUSES AND STREETS, CREATING A VERITABLE _,, 
CARNAGE IN THEIR ATTEMPTS TO RECLAIM THIS“REFUSE, 
— ONLY THE CHURCHES WERE <PARED. 












THE FIRST COINS MINTED IN 
AMERICA WERE MADE BY JOHN 
HULL, A BRITISH GOLDSMITH 
wHo ARRIVED AT BOSTON IN 
1635. THE MASSACHUSETTS 
GENERAL COUNCIL ORDERED 
A MINT SET UP IN 1652 AND 
HULL AND ROBERT SANDERSON 
WERE PUT IN CHARGE. THESE 
COINS WERE KNOWN AS 
PINE TREE SHILLINGS . WHEN 
HULL'S DAUGHTER , HANNAH, 
MARRIED SAMUEL SGWALL, 
TRADITION SAYS SHE WAS 
PLACED ON ONE SIDE OF THE 





SCALES AND BALANCED BY A DOWER OF 
PINE TREE SHILLINGS. THE DOWRY WAS £ 500 — So HER WEIGHT MUST 


HAVE BEEN 125 LBS. 











PRECIOUS STONES, BITS OF GOLD AND 
SILVER ANB CURIOUS PEBBLES ARE 
OFTEN SET IN HUMAN FLESH BY 
THE NATIVES OF BURMA AND SIAM 
WHO PUT THE SUBSTANCE UNDER 
THE SKIN. THESE ARE RELIEVED TO 
BE EFFICIENT CHARMS AGAINCET 
WITCHES AND ENEMIES, THE OBJECT 











-BY CM. LITTEL JOouUN 
SEATTLE , WASH. 


BEING INSCRIBED JIN MYSTIC 
CHARACTERS. 






PIERRE AUGUSTIN CARON DBE BEAUMARCHAIS, PARIS WATCHMAKER (i732 -1799) 
SUFFERED AN INJURY THAT CAUSED HIS SUCCESS. RECAUSE HIS INVENT 
(ON AT THE AGE OF 21 YEARS OF A DOUGLE NEW VIRGULE ESCAPEMENT 
FOR WATCHES WAS PIRATED, HE WAS BROUGHT TO THE NOTICE OF THE 
KING OF FRANCE AND HIS FORTUNE MADE. THE KING FIRST 
APPOINTED HIM HIS OFFICIAL WATCHMAKER . HE THEN MARRIED 
THE wiFE OF A COURT OFFICIAL , BECAME SECRETARY TO THE KING, 
AND AFRENCH NOBLEMAN. HE SERVED IN THE KING'S SECRET 
SERVICE, AND AIDED THE AMERICAN COLONISTS IN THEIR FIGHT 
AGAINST THE BRITISH WITH BOTH MONEY AND ARMS. 





THE NAME OF THE BIRTHSTONE 
FOR AUGUST, SARD oR SARDONYX 
COMES FROM DEAD FISH.” THE 
COLOR OF SARD HAS BEEN COMPARED 
TO THAT OF SALTED SARDINES AND 
FROM THIS (SAYS DR. MAY BAVER) THE 
NAME IS SAID To BE DERIVED, Je 





Do You Know of any Unusual Facts 


of interest about Jewels and. 
Welry—— 1F SO, SEND THEM To 


The JEWELERS’ CIRCULAR. 
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John G. Leiner, Treasurer 


Right—Herman Hirsch, 
Financial Secretary 


Left—Wilder C. Harris, 


Vice-President 





A. J]. Oppenheim, President 


Members of the Chicago whole- 
sale Jewelers’ Association have an- 
nounced that plans have been made 
to hold enlarged exhibits in their 
own establishments during the 
week of August 3 instead of all 
displays being gathered under one 
roof, as heretofore. Each place of 
business in fact will, for the occa- 
sion, be converted into a special 
exhibit hall. Under this arrange- 
ment visitors will be welcomed and 
given opportunity to inspect all of 
the leading lines. The latest styles 
in jewelry creations will be dis- 
played and especial emphasis will 
be placed on the merchandise in 
which each house specializes. 
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Officers of Chicago Wholesale Jewelers Assn. 








Charles G. Brown, Secretary 
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...0ur doors are open” 
HICAGO, the World’s Fair City, greets and 


welcomes you to the individualized Sixth Annual 
Jewelry Show. For this Fall new things and sound 
merchandise ideas are needed, and these you will find 
in Chicago the week of August 3rd. You, who have 
been here before, know Chicago is famous for hospital- 
ity and friendly entertainment. Your business acumen 


as well as your personal well being demands your at- 
tendance in August. 


1Hht BALL COMPANY 


58 E. Washington Street, Garland Bldg. 
CHICAGO 








A View of the Administration Building for Century of Progress Exhibition at Chicago. 


Century of Progress World's Fair 


Buildings Under Construction for Great Industrial Exhibition in 1933 


O, the man-made shores 


of Lake Michigan, temples and halls and towers are ris- 
ing in preparation for Chicago’s 1933 World’s Fair. 

Twenty-three months remain before the gates of A 
Century of Progress swing open, yet an amazing amount 
of action has already been translated into building con- 
struction. 

The Administration building is finished and occupied 
by a staff of architects, builders, scientists and business 
men who are planning and organizing day and night for 
this great undertaking. 

The replica of old Fort Dearborn, hand-hewn log 
stronghold when Chicago was a frontier outpost, is already 
opened and being inspected by thousands of interested 
visitors every week. 

The Travel and Transport building, covering eight 
acres of ground, and a unique and significant example of 
twentieth century architecture is ready for occupancy. In 
this building which is nearly 1000 feet in length, will be 
portrayed the drama of a hundred years of development in 
transportation. Including its dome, the largest ever built 
by man, and Steamship hall, in which it is proposed to 
display a life-size section of an ocean liner, the Travel 
and Transport building has exhibit space of approximately 
227,000 square feet. 

Work has been started on the fourth exposition build- 
ing—the Hall of Science. This structure, designed by 
Paul Philippe Cret, of Philadelphia, will be U-shaped, ap- 
proximately 700 by 400 feet, two stories and a mezzanine 
in height. 

Surrounded by the open face of the U will be a 
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rostrum, capable of accommodating several thousand per- 
sons. Distinguishing the North facade will be a semi- 
circular grouping of 12 tall pylons. 

This structure will rise from colored, concrete terraces 
and will be decorated in white and gray, with a trim- 
ming of red and gold. At night the Hall of Science will 
be illuminated by indirect and fluctuating colored flood 
lights. 

In addition, bids have been received for the construc- 
tion of the electrical group which will contain the tele- 
phone and telegraph communication exhibits, the exhibits 
of the radio industry and exhibits of electrical generation, 
distribution and utilization. The electrical group will 
be located on Northerly Island, south of the famous Adler 
Planetarium. It will contain three buildings—the Com- 
munication building in the center, flanked on one side by 
the Radio building, and on the other by the Electrical 
building. In this group will be approximately 100,000 
square feet of exhibit space and 230,000 square feet of 
gross floor space. 

As the building program of the 1933 World’s Fair is 
progressing rapidly, leading industries have made and are 
making plans for participation in this great international 
exposition. 


Phieesh the medium of the 
Chicago Jewelers’ Association which has appointed a spe- 
cial 1933 Chicago World’s Fair Committee, efforts are 
being made to enlist the cooperation of national organiza- 
tions whose members manufacture products sold in jewel- 
ry stores and jewelry departments, as well as individual 
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Come to Chicago— 


= Jewelry Week 


== ees August Third to Seventh 
“““"> Sixth Annual Jewelry Showing 
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We invite all Visiting Jewelers to our 
special showing of new lines on our 
third and fourth floors 





Good Business is not coming back—but is being 
BROUGHT BACK by aggressive merchants 
who are going after it 


Treasureland Electrics operate on synchronous 60 cycle 110 volt A.C. current 
and are fully guaranteed 








Mexican onyx and black marble case. Solid wood case, beautiful shaded ef- 
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and recreation to suit 
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A. C. BECKEN COMPANY 


Successors to Otto Young & Co. and C. H. Knights-Thearle Co. 
Third and Fourth Floors—Pure Oil Bldg. (Jewelry Mart), Chicago 
35 East Wacker Drive , ‘ ; Corner Wabash Ave. and Wacker Drive 





























producers in each field, in participating in a century of 
progress exposition with appropriate exhibits. Frank D. 
Milhening, of Joseph Milhening, Inc., is chairman of this 
committee. 

A “Jewelry Building” to be erected on the exposition 
grounds and in which all branches of the industry might 
be represented with exhibits, has been one of the tentative 
suggestions made. 

The 1933 exposition, it is pointed out, presents an out- 
standing opportunity for the various branches of the 
jewelry industry to merchandise their products to the 
public in a highly effective manner through exhibits. The 
history of the jewelers’ craft, the story of silver making, 
of watch manufacture, clock making, and the processing 
of diamonds and precious stones could be made into strik- 
ing displays. Processes of manufacturing might be dis- 
played, so that visitors to the fair might follow raw 
materials through the various manufacturing stages, and 
carry away with them finished products. The role of 
scientific discoveries and how their application to manu- 
facturing has greatly improved production could be 
portrayed. 


A\ready leading units in 
the wire communication industries, the radio industry and 
the transportation industry have definitely committed 
themselves to participation in ““A Century of Progress,” 
and forwarded their checks for payment in full for exhibit 
space two full years in advance of the opening. 

The American Telephone and Telegraph Co., the In- 
ternational Telephone and Telegraph Co. and the West- 
ern Union Telegraph Co., have contracted for the ex- 
hibit space in the communication building of the electrical 
group. 

The Radio Corporation of America has contracted for 
a large block of industrial exhibition space in the radio 
building. In addition, this company has assumed re- 
sponsibility for assembling the collective scientific exhibit, 
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Architect's Drawing of Fourth Chicago 1933 World’s Fair Building. Construction Is Now Under Way. 
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visualizing the tremendous strides made in radio since its 
discovery. 

Committees from the leading radio associations, repre- 
senting manufacturers, wholesalers, distributors, retailers 
and broadcasters have pledged cooperation with ”A Cen- 
tury of Progress,” as have executives of the great broad- 
casting chains. 

Leading the way in the rail transport field, the Balti- 
more & Ohio Railroad has contracted for a large amount 
of exhibit space in the Travel and Transport building. 
Since the Baltimore & Ohio was the first railroad to 
operate in the United States, and its history covers the 
century of mankind’s greatest progress, its exhibit at the 
1933 World’s Fair will be one of unusual interest. 

The action of these big industries is regarded as sig- 
nificant, in that these companies have demonstrated their 
faith in “A Century of Progress” by contracting for their 
exhibit space two full years in advance of the opening. 
Their action is considered as a recognition of the oppor- 
tunity the 1933 World’s Fair affords industries to present 
their message to the consuming public and to reach mil- 
lions of people who are users or prospective users of their 
service and products. 


‘Ee history of the jewelers’ 
craft, the story of silver making, of watch manufacture, 
clock making, and the process of diamonds and precious 
stones, it was suggested, could be made into striking 
displays. 

A Century of Progress Exposition will take advan- 
tage of the new developments in illumination, and in 
this connection a committee including many of the fore- 
most lighting authorities of the United States is putting 
much thought into the problem. 

An electrical laboratory recently was put into opera- 
tion in the Administration building and here much of the 
work is being conducted on general lighting schemes for 
the fair as well as unusual color effects. 
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This new folder, imprinted, is furnished 
all Elgin jewelers free of charge. 


ads from the Vacation Number. 
Elgin Newspaper Ad Service. 


YOU ARE INVITED = 2 Go afte © 





to visit our offices at 35 E.Wacker Drive, 
Chicago, and our Elgin factory while at- 


tending the Sixth Annual Jewelry and ) 
Allied Trade Showing being held August 
3rd to 7th. 


with these Elgin helps 
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WINN 
WATCHES eae ALES seldom come of their own accord. 


You’ve got to go out after them, with news- 
paper advertising, direct mail pieces, window 
displays. ; 

That’s why Elgin has prepared this strong sales 
building material for you. Newspaper advertise- 
ments written by experts; compelling displays; 
attractive and interesting folders. 

Write at once for this material, and make use 
of it. It will help you increase your summer 
and fall sales. 


ELGIN NATIONAL 
WATCH COMPANY 


35 East Wacker Drive 


Have you received the colorful vacation display 
recently mailed to Elgin jewelers? CHICAGO, ILL. 





















The organization which has done so much in recent 
years to establish in the minds of those in the jewelry in- 
dustry that Chicago is “The Great Central Jewelry 
Market” has for the sixth consecutive year arranged 
for an extensive jewelry showing in Chicago, during the 
week of Aug. 3, and in‘ this issue of THE JEWELERS’ 
CIRCULAR make announcement of the fact in a two 
page invitation to the retail jewelers of the country to 
come to Chicago during this week and avail themselves 
of the opportunity of seeing the latest creations in jewelry, 
newest ‘models in watches, most modern mechanism in 
clocks, in fact all the late 1931 styles and models in every 
line of merchandise carried in a retail jewelry store. 

Manufacturers throughout the country have cooperated 
with the organization known as the Wholesale Jewelers 
of Chicago to have on display here during the first week 
of August their latest products in every line. This is a 
year when a retail store needs the new merchandise to 
attract customers and make sales. New merchandise 
is now as important as new merchandising methods, and 
this sixth annual jewelry showing under the auspices of 
the Wholesale Jewelers of Chicago offers a most splendid 
opportunity to select this merchandise. 

The showing this year will not be housed in a hotel 
as upon previous occasions where display was limited to 


Wholesale Jewelers of Chicago Establish City as Great 
| Central Jewelry Market 


small display booths but will be individualized showings 
by the several houses in their own display and sales rooms 
where more efficient showings can be made and more or- 
derly selections and purchases consummated. 

The members of Wholesale Jewelers of Chicago whose 
announcements and invitations appear elsewhere in this 
issue are: Benj. Allen & Co., Inc., 10 S. Wabash Ave.; 
The Ball Co., 58 E. Washington St.; A. C. Becken Co., 
35 E. Wacker Drive; Block-Weinfeld Co., 29 E. Madi- 
son St.; Emil Braude & Sons, 29 E. Madison St.; J. W. 
Forsinger Co., 31 N. State St.; Hart Jewelry Co., 27 
E. Monroe St.; A. Hirsch Co., 35 E. Wacker Drive; 
Leubusher-Schumann & Co., Inc., 35 E. Wacker Drive; 
Stein & Ellbogen Co., 55 E. Washington St. 

Each house is conveniently located to the hotels of the 
city and to the large retail stores of the city whose win- 
dows and stores will be helpful to visiting jewelers, and 
also to many other places of helpful interest to the retail 
jewelers. Chicago has justly earned its title, “The Great 
Central Jewelry Market,” and a visit to the great Jewelry 
Showing next month can not be otherwise than entertain- 
ing, helpful and profitable. 

This year as in previous years, jewelers, members of 
their staff or family, visiting Chicago during the first 
week of August may avail themselves of reduced railroad 
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DEAD? 


Your present stock of Old Style ring 
mountings represents a dead loss. 
More than that, it is losing more 


money for you every 


day. You need not 
——— 
BEFORE throw these mountings 


into the “melting pot.” Instead, send 
them to us and let us “modernize” 
same to meet the fashion decree in 
ring jewelry. You will be amazed at 
the transformation and how quickly 
they can be turned to profit. 


REVIVED? 


We will gladly “undertake” the job 
of making these old mountings sal- 
able. If you will send us all or part 

of your old @nly 


18k white $1. 50 























gold or 
platinum ring mountings, we will 
select those we know to be o. k. for 
new 4-prong, beveled tops and return 
the balance. New tops, including re- 
touching of engraving and refinishing 
the entire ring, will cost only $1:50 
for 18k white gold and $3.00 to $4.00 
for 10% iridium platinum. 


SEND US A PACKAGE TODAY 


GRAFFE & STANEK 


29 E. MADISON ST., CHICAGO - 


Makers of Platinum and Gold Jewelry 


fares by becoming members of the Inter-State Merchants 
Council, sponsored by the Chicago Chamber of Com- 
merce. The council holds two conventions in Chicago 
each year, the first week of February and the first week 
of August. The annual dues for membership is only $2 
and this not only entitles the member merchant to re- 
duced fares on the railroads twice a year, but also to 
partake of the business and entertainment programs ar- 
ranged for the conventions. This year the convention 
will be held at the Palmer House. Send $2 to the Inter- 
State Merchants Council, 1 North LaSalle St., Chicago, 
and a card entitling you to all these benefits will be sent 
you. 

Other showings of interest to the retail jeweler during 
the same week are the gift shows held at three places 
in the city. Thousands of articles necessary and appro- 
priate for the jewelry store will be shown at the show- 
ings of: 

Gifts, Art Wares and Novelties Association at the 

Merchandise Mart, Aug. 3-8. 

Eastern Manufacturers and Importers Exhibit at 

the Palmer House, Aug. 3-14 

National Gift and Art Association at the Hotel 

Stevens, Aug. 3-8. 





Golden Roosters Enjoy Annual Outing 


Thursday, June 16 was a red letter day for the mem- 
bers of The Golden Roosters of Chicago, “Fine Feathers 
of the Jewelry Trade,” when nearly 150 of them gathered 
at Harm’s Woods, in the Forest Preserves, for an all day 
outing. The golf game started at 8 a.m. and there 
were events throughout the day until 7 o’clock in the 
evening when they gathered in the dining room of the 
club house for a chicken dinner. 

Five candidates for membership were featured during 
the day regaled in appropriate costume for the various 
duties performed and the “Wrecking Crew,” headed by 
Francis Healy, saw to it that they had no idle moments 
during the day or evening. Those who attained member- 
ship during the day were: David D. Levy, Favorite 
Back Stay Co.; Samuel Pearlman, Louis Stern Co.; 
David Mylasky, R. Wallace & Sons Mfg. Co.; Rudolph 
Samuels, Stein & Ellbogen Co., and W. H. McGreevy. 

Commissary General Gus Weinfeld provided an elabo- 
rate luncheon ‘at | o'clock, and a dinner menu such as 
only Gus could provide. 

The first event of importance was the ball game be- 
tween the Buyers and Peddlers, with “Bill”? Schlossman 
as umpire. Horseshoe pitching, quoits, dart throwing, 
races, etc., completed the program of the afternoon. 

Following dinner in the evening the candidates re- 
ceived the more serious part of their ceremony of initia- 
tion. Chanticleer Montgomery then brought up the sub- 
ject of sending boys to a summer camp under the direc- 
tion of Dick Maske of the Y. M. C. A., who has super- 
intended the events of the outings for several years. Last 
year 10 boys were sent and this year it was voted to send 
25 boys. 

The day closed with the awarding of prizes. Charles 
G. Brown, chairman of the prize committee announced 
that he had secured more than 50 prizes, and in his char- 
acteristic way proceeded to make the award. 
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Retail and Wholesale Sales in United States 


WasHINcToN, D. C., July 8.—Retail sales of mer- 
chandise in the United States, officially measured for the 
first time in history, amounted to. $53,000,000,000 in 
1929, the Department of Commerce announced recently 
on the basis of complete statistics by the Bureau of the 
Census in its Census of Distribution. 

Of the total retail sales shown, $50,000,000,000 was 
handled through 1,549,000 retail stores and $3,000,000,- 
000 was sold to the ultimate consumers by direct sales of 
manufacturers and other producers. The wholesale busi- 
ness of the nation approximates $70,000,000,000 annually. 

The difference between the volume of wholesale trade 
and the volume of retail business is accounted for by the 
fact that the volume of wholesale business includes ex- 
ports made by wholesale establishments, sales to indus- 
trial consumers, and involves duplication in handling at 
various stages of the movement of goods from producers 
to retailers and to industrial consumers. The retail busi- 
ness, on the other hand, includes sales made to ultimate 
consumers only. The census figures show, however, that 
more than 50 per cent of the wholesale total is accounted 
for by sales of wholesale merchants of the usual type. 

The census figures show that there are 1,549,000 retail 
stores in the United States, or 12.6 per 1,000 inhabitants, 
and that the average store does an annual business of 
$32,297. The average per capita purchases at retail 
amount to $407.52, which indicates average retail pur- 
chases per family (of three to five persons) of from $1,250 
to $2,000 annually. However, the retail store purchases 
of the several States vary greatly, from a minimum of 
$1.72 per capita in South Carolina to a maximum of $575 
in California and New York. 

These figures are based on a canvass of every city, 
town and rural area in the United States, and reflect the 
retail business of the year 1929. They cover all stores, 
restaurants, filling stations and other retail establishments, 
except strictly service business. 

There are 169,888 wholesale establishments of all kinds 
in the 48 states and the District of Columbia, according to 
the census figures. In addition to wholesale merchants of 
the usual type, those establishments include brokers, man- 
ufacturers’ sale branches, bulk tank stations, selling agents, 
exporters, country buyers of farm products, and new types 
of wholesalers such as cash-and-carry houses, drop ship- 
pers, wagon distributers, etc. 

The volume of business shown in this total includes 
sales made by wholesalers to consumers at retail, but it does 
not include the volume of wholesale business done by 
retailers. Neither does this total include the more than 
$11,000,000,000 of sales made by manufacturers direct 
from their plants to retailers, or the more than $16,000,- 
000,000 of sales made from manufacturing plans direct 
to industrial consumers. 





George E. Ball, silver stylist and art expert, gave an 
interesting 15-minute talk over the radio Tuesday after- 
noon, June 30, on the subject of “Art in Every Day Life.” 
Mr. Ball is well known to the jewelry trade through his 
long association as designer for the leading silversmiths, 
among them the Whiting, Gorham, and Reed & Barton 
companies, as well as his articles on silver that appeared in 
THE Jeweers’ Circutar and elsewhere. He talked 
over station WJZ. 
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Good Housekeeping,and approved 
by several thousand users 


You will be surprised | 


if you will make a window display, and 
run an ad in your local paper, how many 
women there are in your community who 
are looking for something in which to | 
keep the silverware they already have 
from tarnishing. 
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Associated Silver Company 


4452 Ravenswood Ave., Chicago, also 
E. & A. Gunther Co., Limited, Brantford, Ontario, Canada 
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REPAIRING < 


MESH BAGS, LEATHER BAGS 
BEAD BAGS, FANCY BAGS 


HINGES, TASSELS, MIRRORS, FRAMES, LININGS, 
SNAPS, ETC. 


> PLATING < 


GOLD—SILVER—PLATINUM 
CHROMIUM 
Baby Shoes Metalized 





BOHEMIAN CJARNET JEWELRY 


Necklaces, Pendants, Brooches, Bracelets, Earrings, 
Rings, Scarfpins and Beads 


In yellow metal and gold plated. e Low kt. gold and 
heavy gold plated.e 10 or 14 kt. gold if made to order. 


HENRY KLAAS CO., 


58 East Washington St., Chicago, Ill. 
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The August maiden with sweet simplicity, 
Wears sardonyx—gem of felicity. 


When the American 


National Retail Jewelers Association prepared its list of 
birthstones many years ago and accepted sardonyx as,the 
natal stone for August (with peridot as the alternate 
stone) the association was on solid ground as far as senti- 
ment and tradition of gems are concerned. For sardonyx 
(which is a variety of carnelian) was not only the stone 
designated in the old lists of the Poles and Arabians but 
appeared in most of the lists of the 18th and 19th cen- 
turies. What is more, carnelian was the accepted stone 
for August in the lists of the Jews, Romans and Italians. 
In olden times, the sard was regarded as a protection 
against incantation and sorcery and was believed to 
sharpen the wits of the wearer in a way that would render 
him fearless, victorious and happy. It has been used as 
a gem stone since early civilization and is mentioned in 
Revelations as one of the “foundation stones” in the de- 
scription of the wall of the Holy City of Jerusalem. 
There has been some confusion about the stone in the 
mind of the public owing to the fact that the more generic 
term “carnelian” is used in many of the older references 
as August’s natal stone. The stone was supposed to have 
received its virtue from the Sun and from Venus and 
some of the old books state it was influenced by the planets 
of Jupiter and Mars. Carnelian has also been referred 
to as “the emblem of loyalty to Christ,” but long before 
the Christian era it was said that the children of Israel 
when living in the desert revered it and engraved figures 
on carnelian and used them as seals just as they are used 
today. There is little doubt that this was one of the first 
stones used and preserved in Egypt from the earliest times. 


Nnendiagusli, 
the sard or sardonyx belongs to the quartz group of 
stones. As said before, it is a variety of carnelian while 
carnelian is red chalcedony. It is the brown varieties of 
carnelian that are known as sard and sardonyx, whether 
of a bright chestnut brown or those running to a more 
orange shade. According to Bauer, the line of demarka- 
tion marking off sardonyx from ordinary red carnelian 
is not sharply drawn and it is often difficult to decide 
which name to apply to a given stone. The finer sard, 
according to this authority, is said to be that of orange 
brown color which in transmitted light appears of a fine 
red color. 

The color has often been compared to that of salted 
sardines from which the name is said to be derived. Some 
speciments, say Bauer, only acquire their characteristic 
color after exposure to the heat. Many are dotted with 
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Sardonyx—The Birthstone for August 


Zodiacal Sign—Virgo (The Virgin) 

Significance—Conjugal Felicity 

Associated Flowers—Poppy, Woodbine and 
Water Lily 

Especially suitable for rings. 


numerous opaque spots of dark color and these have been 
given in the designation “‘sandy sard.” Although a quartz 
gem, very fine sard is uncommon and is distinctly valuable. 

A fine deep uniform brown color can be imparted arti- 
ficially to chalcedony and this artificially colored: material 
which is known as “sarduine” is, according to some au- 
thorities, in no respect inferior to natural sard in place 
of whch it is often used. 

Like all carnelians, sandonyx is translucent, and may 
have the appearance of being uniformly colored but, on the 
other hand, the different layers of which it is. built up, 
may differ slightly in color. This has given am opportu- 
nity for cameo cutting but sard in the jewelry trade today 
is generally used for intaglios. According to’ Duffield 
Osborne, it would be safe to say that at least 98 per cent 
of ancient intaglios are of different varieties of. quartz 
and among these by far the commonest are carnelians 
and sards. 


The Alternate Stone, Peridot 


Peridot is given 
in the American lists as the alternate stone for August. 
Peridot and chrysolite are members of the olivine group 
and differ in no way except slightly in color. They are 
the only varieties of the group that may be considered in 
the gem class, and according to Bauer, precious olivine 
is known as chrysolite and to the French jewelers, as 
peridot. ‘The so-called “olivine” of commerce is not a 
member of this group but is a green garnet. 

American jewelers distinguish between the chrysolite 
proper and the peridot, considering the chrysolite as the 
stone of palish green, yellow color and giving the name 
peridot, to the gem whose color runs from light to darkish 
olive green often shading into greenish brown. The 
composition of peridot or chrysolite is: 


CD se eedacs'eweia® 39.73% 
Ferrous Oxide (FeO) ......... 9.19% 
Magnesia (M,O) ............ 50.15% 


It has a hardness of 6.57 and a specific gravity of 3.3 
to 3.5. The stone is easily affected by sulphuric acid. 
There has been a question about the locality from which 
most of the stones have come, but peridot is found in 
Burma, Egypt and Queensland, and in Arizona and New 
Mexico in this country. Some of the finest specimens are 
found on an island in the Red Sea. It is reported that 
specimens of chrysolite have been found in meteorites. 
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August Suggestions 


The hot weather month of August gives the jew- 
eler further opportunity for showing his “Silver for 
Summer Hospitality,” including salad bowls, water 
pitchers, cold meat platters, shakers, etc. 

Your various departments may be drawn upon for 
an assortment of bridge prizes, appropriate for an 
August window. 

Displays should be as cool in appearance as pos- 
sible. Avoid the use of red. Use potted ferns or 
growing ivy in your silver displays. 











Each year we conduct 

a sale offering 25 per cent reduction on a limited group of 

merchandise which must be moved. ‘These articles have 

been in stock tco long and generally include some ‘silver- 
ware, watches and standard types of jewelry. 

Can you suggest a novel way of presenting this sale as 

a bona fide opportunity without too much of an implica- 

tion that we are offering goods now more or less out of 


style?—J. D. L. 


Answer.—Strictly speaking, a sale is a merchandising 
problem, not a display problem. Carefully worded copy 
should be prepared which will express to the public your 
reasons for the 25 per cent reduction. A straightforward 
statement of fact will often make the strongest appeal, to 
wit: | 

“We are offering 25 per cent reduction on a limited 
group of merchandise which we desire to dispose of during 
the month of August in anticipation of an enlarged stock 
of new fall merchandise. 

“The articles on display in this window are representa- 
tive of the variety, extent and quality of the meréchandise 
offered at the 25 per cent reduction. 
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Mrs. Pettit will be happy to help you with your 
window display problems. Long experience as dis- 
play manager for a leading firm of jewelers has given 
her an intimate understanding of the psychology of 
selling through those silent salesmen. Address your 
questions to Mrs. Polly Pettit, care of THE 
JEWELERS’ CIRCULAR. 












“This is a valuable offering to those who can avail 
themselves of the opportunity.” 


ee 


It is a mistake to imagine that the passerby will not 
stop to read a lengthy message. Many will stop if they 
are interested and many potential customers are interested 
in reductions. 

The display should be as straightforward as the mes- 
sage. This is a merchandising display and the artistic 
touch is superfluous. Care should be taken, however, not 
to overcrowd the merchandise. Articles of a similar 
nature should be grouped together. Articles should be 
changed frequently in order that an appearance of fresh- 
ness may be maintained throughout the sale period. 


W. will receive in stock 


shortly a complete line of assorted semi-precious stone 
ensemble sets. We have not done much with this kind 
of merchandise in the past and wish to emphasize the new 
offering as much as possible. We will use newspaper ad- 
vertising calling attention to our window display of en- 
semble jewelry for late summer wear and would welcome 
a suggestion for this window.—V. O. D. 


Answer.—With your new semi-precious ensemble sets 
you need the cooperation of a gown and hat merchant. 
Select an exclusive shop and obtain the use of a manne- 
quin for your window, showing hat, gown and jewels, 
giving full credit, of course, for the courtesy thus extended 
to you. If your window will not accommodate a life- 
sized mannequin, show one which has only head and 
shoulders, using hat, jewels and a yard of material, 
draped to suggest the gown. Hat and gown materia! 
should be selected to harmonize or contrast with your 
ensemble jewels. A special fashion note should be in- 
corporated in your window message which will emphasize 
the jewels. Further emphasis could be given the display 
if your message also invites customers in to see a group 
of mannequins in your store, dressed in late summer 
wear, including jewels. The ensemble idea will have an 
added selling appeal if you will box the jewels attractively 
in sets including necklace, bracelet, brooch or clip, earrings 
and ring. 
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NEW YORK CITY JEWELRY 
SALES $95,257,454 IN 1929 



















































New York City, the richest 


retail trade area in the world, did a retail business of 


$4,402,876,069 during 1929 according to a preliminary POPULATION PER JEWELRY STORE 
report of the 1930 Census of Distribution. This consti- Ee 


tutes nearly nine per cent of the total retail commodity NR id hws Asad ch exten 6,290 
sales for the United States, which amount to approxi- ere 
mately $50,000,000,000. I ss ain's'c bo Ca on re 

Total jewelry sales by jewelry stores in Greater New Richmond . odi'sad che « 4a 
York in 1929 were $95,257,454, or 2.16 per cent of the Average for santas ame. ee 4 663 


total commodity sales for the city. Per capita sales of 
jewelry--were $13.74. 

Manhattan, which enjoyed a retail business in excess 
of $2,500,000,000, led the other four boroughs in the 
sales of jewelry with total sales of $82,574,634, made by 
815 stores. The jewelry sales per capita for Manhattan 
alone were $44.22 while Bronx borough came last with 
a per capita of $1.68. Average sales per jewelry store 
in Manhattan were $101,318, as compared to $64,103, 


average sales per store for the entire city. 








inventories estimated at cost amounting to more than $67,- | 
000,000 while the inventories of the other boroughs*come 
to amounts little more than half of their jewelry sales. 

The averages for New York disclosed by the census are 
of less value than similar averages for more typical cities. 
The unique size of several of the jewelry stores in Man- ; 
hattan, causing such a disparity between jewelry stores 


: p ‘ : P a? of the city as a whole, produces averages which in no way 

The disproportionate size of jewelry inventories in could be applied to any one store. For example; the 
Manhattan in their relation to retail sales as compared average store of New York City sells jewelry asst ; 
to the inventories of the other boroughs is an item of $64,000 (retail), carries stock worth $50,000 (cost), 
interest revealed by the Census report. Manhattan shows which last figure, if doubled for an approximate mark-up, ) 
shows a stock turn of 0.64, or a little more than half 
one turn per year. Few if any medium-sized businesses 








TOTALS AND AVERAGES can survive at that rate. 
The per cent of total commodity sales which the jeweler 
Jewelry ee —s Teen Cay arn 257,454 makes in New York City, 2.16, is almost double the per 
Total jewelry stocks on hand end of year.$74,260,247 cent for the State of California which is 1.16. 
Number of jewelry stores............ 1.486 An encouraging fact for the independent dealers is that 


more than 60 per cent of the total commodity sales in 


Average sales per store Still Reais Seat $64,103 New York are made by merchants in that classification. | 

Jewelry sales per capita ............. $13.74 Paul Nystrom, professor of marketing at Columbia Uni- 

Per cent of jewelry sales to total com- versity, was quoted by the New York Times in this con- | 
eee eee 2.16 nection as saying: “The distinguishing thing which these 

Average stock on hand per store...... $50,646 reports reveal in this great market is the strength of the 

Average salary and wage expense per individual, independent storekeeper. Not quite 85 per | 
Dy we ee oes: lawl ok puis 6,462 cent of the stores are independents doing more than 60 





per cent of the business.” 





FIGURES COMPILED FROM THE PRELIMINARY REPORT OF THE 1930 CENSUS OF DISTRIBUTION FOR NEW 
YORK SHOWING JEWELRY SALES DURING 1929 BY BOROUGHS. 








Per 
Average Centof Total Per No. of 
Total Total Com- No. of Net Sales Jewelry Commodity Capita Employees Salary  Stockson 
Commodity modity Jewelry of Sales Sales Jeweler Salesof (Full and Hand End of 
Borough Population Sales Per Capita Stores Jewelry Per Store Gets Jewelry Time) Wages Year (Cost) 
Manhattan .1,867,312 $2,515,421,096 $1,347.08 815 $82,574,634 $101,318 3:28 $44.22 2,955 $8,227,760 $67,122,299 
Brooklyn . 2, 560,401 1,057,086,661 412.85 407 8,045,004 19,766 76 3.14 449 965,952 4,717,191 
Queens ... 1,079,129 413,780,744 383.43 109 2,228,466 20,444 63 2.06 120 242,435 1,057,512 
The Bronx me 2 265, 258 358,403,544 283.26 134 2,128,358 19,526 69 1.68 65 135,999 1,211,356 
Richmond .. 158, 346 58,184,024 367.44 21 280,992 13,380 48 1.77 20 31,110 151,889 





Totals and 
Averages* 6,930,446 $4,402,876,069 $635.29 1,486. $95,257,454 $64,103 2.16 $13.74 3,609 $9,603,256 $74,260,247 








* These figures show the-computation for the.entire city of New York. 
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Classified as to type, the total amounts of insur- 
ance held by jewelers answering the questionnaire 
showed $242,750 for burglar insurance; $151,100, 
hold-up; $32,100 window smashing, and $100 for 
sneak-theft, making an over all total of $426,050. 
Total stock on hand was reported as $942,395, more 
than double the amount insured. However, as several 
jewelers neglected to supply stock figures, this last 
amount may be considered to be somewhat greater 
than the total given. 








SURVEY SHOWS 
ONLY HALF OF 



















100 per cent represented by total returns. 


62 per-cent of returns showed stock record kept. 


5 per cent omitted answer to record question. 


33 per cent showed no stock record kept. 


22 per cent reported window smashing insurance. 


62 per cent reported burglary insurance. 


4 per cent reported sneak-theft insurance. 


9 per cent reported membership in the Jewelers’ Security Alliance. 


‘D per cent reported tear gas protection. 





JO per cent reported insurance but no stock record. 





Chart Showing Results of Insurance Survey 


JEWELRY STOCKS INSURED 


A survey of the types 
of insurance held by jewelers numbered among its accounts 
was recently made by the Bauman-Massa Jewelry Co., 
wholesale jeweler, St. Louis, Mo. Amounts as to 
burglary and safe robbery insurance, hold-up, window 
smashing and sneak theft insurance were questioned as 
was the type of stock record kept. The results of this 
survey were extremely interesting in that they pointed 
out the source which has led to complaints by many re- 
tailers that settlements are extremely difficult to get from 
the insurance companies. 

One retailer said in response to the wholesaler’s ques- 
tionnaire that in attempts to collect “there has always 
been a row, in many instances only a settlement at the 
end of a law suit.” Information developed by the survey 
shows that eight jewelers among those answering the ques- 
tionnaire, although carrying insurance, keep no stock 
records, thus making satisfactory settlements by insurance 
companies almost impossible. 

In this survey accounts averaging $500 or more for 
the season were selected, 156 letters being sent out. There 
were 76 replies, or a 50 per cent return. Of the replies 
received, 47 stated that a stock record was kept, four 
failing to answer that particular question. Of the total 
replies, 25 showed no stock record being kept and 29 re- 
ported no insurance. In other words, 38 per cent of the 
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jewelers who replied have no protection whatsoever. 
Hold-up insurance is carried by 32 of those responding, 
16 carry window-smashing insurance, 47 burglar insur- 
ance and three sneak theft insurance. Seven of the jewel- 
ers answering the survey stated a membership in the 
Jewelers’ Security Alliance. Six have gas protection on 
their safes and four of the six have Anakin locks as well. 
Two jewelers reported an increase in the amount of in- 
surance carried during the holiday season. 

The total amount of stock on hand reported was ap- 
proximately $943,000 and the total amount of insurance 
of all kinds carried on this stock totaled $426,000. How- 
ever, all correspondents did not reply as to the stock. 

A point of interest brought out by this wholesaler in 
connection with losses from robbery and insufficient in- 
surance is that the losses suffered by this concern directly 
attributable to these causes were five times those resulting 
from poor credit. 

This survey indicates that there still remain many 
jewelers who do not realize the important principles of 
store operation, and the necessity of adequate insurance 
to cover their businesses in case of loss. An uninsured 
business would not only suffer a personal loss, but it 
would seriously jeopardize its credit with manufacturers 
and wholesalers. Insurance is a part of the overhead 
of every business and must be carried as such. 
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Sees No Present Need for Resale Price Legislation 


Federal Trade Commission Sends Final Trade Report on Price Maintenance 


to Congress, Reversing Attitude Taken in Its First Report, January, 1929 


WasHInctTon, D. C., July 1.—Declaring that no leg- 
islation permitting resale price maintenance is called for 
at present, the Federal Trade Commission last week sent 
to Congress its concluding report on the investigation of 
that subject undertaken on the Commission’s initiative. 

The Commission believes it would be difficult to pro- 
vide government regulation of price maintenance that 
would bring relief to makers of trade-marked goods with- 
out injustice to consumers and at the same time meet the 
tests of practical administration. 

Reactions to proposed resale price legislation such as 
the Capper-Kelly bill passed by the House last January, 
are presented as obtained by questionnaires and interviews 
with representative manufacturers and dealers. 

Of 691 manufacturers reporting, 61 per cent expressed 
no preference as to legalizing resale price maintenance, 
while 10 per cent as to number of companies and four per 
cent as to volume of business, opposed it. 

Less than 29 per cent of the total number, having a 
larger percentage of the gross income, favored price 
maintenance. Their average rate of earnings on invest- 
ment was larger than that of those opposed. 

A significant fact shown in this connection, says the 
Commission, is the failure of a majority of the manufac- 
turers making returns to express a preference. 


REPORT REVEALS APPARENT CHANGE IN 
MANUFACTURERS OPINIONS 


_ The commission points out that, as shown in its first 
report (January, 1929) 69 per cent of the 849 manu- 
facturers who replied to the general questionnaire favored 
resale price maintenance, whereas only 29 per cent of the 
691 who returned financial data summarized in this re- 
port expressed such preference. The commission com- 
ments on these showings as follows: 

“No attempt need be made to determine how much 
importance should be attached to the opinions of those 
who are ready to express an opinion, but are not willing 
to furnish the needed facts.” 

Numerous manufacturers favor price maintenance in 
the abstract but not for their own products. 

Wholesalers almost unanimously favor resale price 
maintenance, which attitude, the Commission declares, 
may be influenced by another situation brought out in the 
report, namely, a decline in wholesaling and the growth 
of chains and cooperative buying. 


CHAIN AND DEPARTMENT STORES OPPOSE PRICE 
MAINTENANCE 


Asserting that retailers constitute the critical factor 
in resale price maintenance, the commission reports drug, 
grocery, jewelry, stationery, and hardware stores as favor- 
ing price maintenance, with chain, department, and dry 
goods stores generally opposed. 

“The alignment of distributors for and against 
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resale price maintenance is, to a very large extent 
that of the conservative merchant who would do 
business in the customary way, against the newer, 
less conservative, often large-scale distributing unit, 
that frequently owes its success to innovations in 
merchandising methods, often involving price com- 

petitions.”"—The Report, page 19. 

Comparison of earnings of those for and against. resale 
price maintenance is shown in the report for manufac- 
turers, wholesalers and retailers in food products and 
groceries, hardware (including paints and varnishes), 
drugs and dry goods. 

The current resale price maintenance controversy is 
described as an outgrowth of two factors, first, manufac- 
turers’ trade-marking and advertising identifying the 
source of goods through to the consumer, and, second, 
various forms of price competition to which the term 
“price cutting” is indiscriminately applied. 

“Leader price cutting” in reselling identified or branded 
goods produced by particular manufacturers, is an im- 
portant cause of resale price maintenance agitation, ac- 
cording to many who returned answers to questionnaires. 
They believe extensive price cutting by retailers on well 
known goods to attract customers impairs manufacturers’ 
sales because competing retailers dislike to handle these 
articles on which reduced prices, caused by such prac- 
tices, involye substantial reductions in margins of profit, 
or even losses. 

Recalling that the law at present prohibits manufac- 
turers from contracting with those who buy their goods 
to maintain resale prices named by the manufacturer, the 
commission notes a demand in some quarters for laws 
legalizing price contracts when subject to governmental 
approval as to fairness of prices. The report says: 


“Practically, however, it would be too difficult to 
determine, or even estimate closely, true operating 
cost figures for a particular commodity for numerous 
dealers to make them the basis of any regulation of 
such contracts requiring application by an adminis- 
trative authority in a manner which would give 
customers the benefits of efficient merchandising.— 
The Report, page 11. 

The alternative of specific government proceedings is 
declared equally impracticable, and a rule that the essen- 
tial test would be sales below purchase price with a num- 
ber of practical merchandising exceptions, would give 
little satisfaction to manufacturers complaining of price 
cutting because of the infrequency of such sales. 

The manufacturer may, and often does, control the 
prices for which his goods are sold, by retaining owner- 
ship and responsibility for price risks up to the final sale 
to the ultimate consumer; but to give him, by special 
enactment, a like control after the goods have passed 
out of his ownership, thereby discontinuing his responsi- 

(Turn to page 121) 








THE JEWELERS’ CIRCULAR 














Pearls 


PEARL NECKLACES 
- and 


DIAMONDS 


WwW wW 


OPPENHEIMER BROS. & VEITH 


527 FIFTH AVENUE 
NEW YORK 


PARIS a. AMSTERDAM 


























Death of William H. Joers 


The passing of William H. Joers, president of Hayden 
W. Wheeler & Co., Inc., New York, and general man- 
ager of the Juergens & Andersen Co., in Chicago, caused 
deep sorrow and regret throughout the entire industry for 
Mr. Joers was not only one of the most prominent figures 
in the manufacturing and wholesale jewelry trade of the 
country but was a man universally admired for his abil- 
ity and loved for his many charming qualities. 

His death occurred on June 7 at Hartland, Wis., where 
he was making a week-end visit with his family and was 
due to pneumonia from which he had suffered but a few 
days. The remains were taken to Kansas City where 
the funeral was held, June 20, from the home of his 
brother-in-law, De Vere Dierks, 4520 Kenwood Ave. 

Mr. Joers was born in Lincoln, Nebr., Sept. 3, 1883. 
After receiving his education, he entered the jewelry busi- 
ness as a young man with the house of J. L. Teeters & 
Co., where he remained for some years advancing to trav- 
eling salesman. In 1914, he joined the Hoefer Jewelry 
Co., Kansas City, as an assistant to Charles Hoefer and 
the next year he bought out the concern which he there- 
after controlled with great success. 

In 1919, Mr. Joers extended his activities, becoming 


president of Hayden W. Wheeler & Co., Inc., one of the 


oldest manufacturing and wholesale firms of New York ° 


and continued both businesses until a few years ago when 
the business of the Hoefer Jewelry Co., was sold out and 
the concern liquidated. 

Mr. Joers immediately became prominent in the jewelry 
affairs of the east, became a director and later vice-presi- 


dent of the National Jewelers Board of Trade, was active 
in the 24 Karat Club of which he became president, in the 
Vigilance Committee and other organizations. When 
at the beginning of this year, the business of Juergens & 
Andersen Co., in Chicago was reorganized, Mr. Joers 
took over the general managership of the concern. 

Mr. Joers was married about 15 years ago to Miss 
Catherine Dierks of Kansas City and his widow and three 
children, Peter, Jean and Ann survive. His home was 
at Scarsdale, N. Y. Among the many organizations out- 
side the jewelry trade with which he was connected were 
the New York Club and the Knollwood and Scarsdale 
Golf Clubs. 

The business of Hayden W. Wheeler & Co. will be 


continued without change. 





Death of J. N. Mulford 


MemPHIs, TENN., July 2.—J. N. Mulford, founder 
of the Mulford Jewelry Co., and head of that concern 
for 51 years, died June 17 at his home, 671 West Drive, 
at the age of 78. Death came as the result of complica- 
tions which set in following a fall seven weeks ago. 

Born in Newark, N. J., Mr. Mulford was employed 
in a manufacturing jewelry firm there until his 22nd 
year, when he came to Memphis to work for C. L. Byrd, 
jeweler. Five years later, in 1880, he founded the Mul- 
ford Jewelry Co., at 6 S. Main St. 

Surviving are the widow, Mrs. Emma B. Mulford, 
and a sister. 

Funeral was held from the Norris Funeral Home, 
with burial in Forest Hill Cemetery. 
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Pearls Popular in Jewelry for Men 


Lonpon, July 6.—Men are wearing pearls. The 
fashion of having evening dress accessories faced with 
these gems has been growing steadily, and now pearl 
dress studs, links and waistcoat buttons are generally worn 
by well-dressed men. 

In some cases a single pearl forms a button or head of 
a tie-pin; in others, pearls are always set in a plain back- 
ground. Whatever the setting, the pearl is always made 
the center of attraction. 

The setting for masculine jewelry is often plain gold 
or platinum, but there are many specimens with back- 
grounds of semi-precious gems, as onyx, or lapis-lazuli, 
where the pearl is set in the center of a square or 
hexagonal piece of the stone, with a border of small 
pearls decorating the edge. Another favorite idea is to 
set small pearls in a diagonal strip across a square of 
black onyx or lapis-lazuli. 





Dependable Merchandise—Friendly Service— 
. Always 


(From page 39) 


stock will not be complete enough to meet their require- 
ments. The secret here in overcoming this mental con- 
dition, is to concentrate on the distinctive merchandise of 
unquestioned intrinsic and artistic worth. 

A second most important detail is, ‘no September buy- 
ing spree.” Buying once a month on a carefully worked 
out budget program will produce sales in even the so 
called dull months. ‘The earned reputation of always 
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NEW YORK 
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AMERICAN GEM & PEARL CO. 


having new goods on the shelves every week, is a great 
prestige builder. A little plan worth trying, is to re- 
arrange every bit of the stock at least once a week. That 
all means work, just as budget buying, departmentizing 
the store or anything else worth while, but it pays in two 
ways. 

When the trade comes to sense that a certain lamp is 
always in a certain corner, the feeling exists that the 
entire stock is always the same, consequently, it will be 
felt that there will be small chance of finding something 
interesting or worthwhile. Now in this changing around 
process, good housekeeping comes in, for as each article 
is changed, it is thoroughly cleaned. Women who buy 
nice things demand that not only the articles themselves 
be spotless, but that the surroundings be immaculate. It 
pays to be a good housekeeper in a store. 

That same changing and cleaning rule applies to the 
jewelry stock, even in the inexpensive costume jewelry. 
All articles are removed from cards before going into 
stock. 

Solid displays of articles in the glass and gift depart- 
ments are not nearly as effective as having related dis- 
plays here and there. Most jewelers have learned the 
costly lesson in the gift departments, of repedting on 
goods that sell out fast. This same policy of not repeat- 
ing or having duplicates is adhered to in the real stone 
costume jewelry section. 

Many of us adopt phrases which have a pleasant mean- 
ing, but these words written by Mrs. Potts on the fly leaf 
of her private ledger are clearly indicative of the type of 
business she maintains, “We cannot get quality unless we 
pay the price quality demands.” 
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Death of Simon Fink 


An old and well known member of the diamond trade 
passed away on June 16 in the person of Simon Fink for 
a number of years a prominent figure in the industry but 
who retired in 1904. 

Mr. Fink was born in Germany, 65 years ago. Com- 
ing to this country, he entered the jewelry business and 
for a while was employed by the old house of Keller, 
Ettinger & Fink. He left this firm in 1887 to join his 
brother in the firm of Samuel H. Fink & Co., the busi- 
ness becoming Fink, Bodenheimer & Co., in 1902, and 
after his retirement in 1904, Bodenheimer & Jaskow. 

Mr. Fink is survived by two sons, Richard and Alan 
Fink. 





This Man’s Idea Sold 31 Diamond Rings 
(From page 41) 
3. All questions answered must be numbered with 
the same number as the question. 
4. Give your full name and address. 


5. Questions can be brought personally to our store 
or mailed before contest closes. 


6. All answers will be qualified by a diamond judge 
of New York. 


7. The one having the greatest number of correct 
answers will receive free a beautiful $100 dia- 
mond ring. Second and third winners will also 
receive valuable prizes. 


8. Contestants having most questions answered have 
a better chance to win. 

9. At the close of the contest the photograph of the 
winner will appear in the Daily Clintonian. 

10. Each contestant will receive a pamphlet with the 
correct answers to questions giving full knowl- 
edge of the nature of the diamond. 


The questionnaire form contained the questions and 
space for their answers. 

This jeweler took advantage of the information on file 
at the office of the National Jewelers Publicity Associa- 
tion and made use of it to the extent that his business was 
increased by not alone the sale of 31 diamond rings during 
an unusually dull period, but also brought many hundreds 
to his store, resulting in other sales. 

The same idea can be made effective in selling other 
merchandise. We have evidence on all sides that the 
jeweler who will make a definite effort and get out of 
the beaten path can augment his sales to a surprising 
degree. 

Information is available on all merchandise carried by 
the jeweler and it can be obtained upon request to the 
Publicity Association. 





The Bojar Co., 107 Stewart St., Providence, R. I., 
has purchased the business (exclusive of book accounts) 
of the Saacke, Schmidt Co., which for 44 years has man- 
ufactured gold signet and initial rings. The Bojar Co. 
manufactures gold stone rings and card goods in solid 
gold and platinum front. 
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Why Advertise? —To Get Business 
(From page 47) 


more productive is the expression, ‘It’s a fine place to 
buy things!’ 
“So, Don, an advertisement that doesn’t attempt to 
sell some definite thing is a weak prestige builder.” 
Patty interrupted the Old Veteran with the suggestion 
that certain departments probably are better prestige 
builders than others. 


“Jewelers may well copy successful department store 
advertisers who confine almost all their copy to the few 
basic departments. 

“Jewelry stores carry a multitude of items but the four 
leading departments account for 70 per cent of the 
volume, about as follows: precious stones, 26 per cent; 
jewelry 18 per cent; watches 15 per cent; sterling silver, 
11 per cent. 


“You should aspire to be known as the town’s leading 
dealer in precious stones. The possible volume and pres- 
tige is large. If I were you I would confine all my ad- 
vertising to the four volume departments. 

“Some keen jewelers go further and put practically all 
their publicity into just one department, usually precious 
stones. And some go beyond that and concentrate around 
one price, their best selling grade. 


“You see many diamond ads that wind up by saying, 
‘Prices $25 to $2,500.’ That hits nobody. The low 
priced customer takes fright at the big money; the high 
priced customer doesn’t care to buy where they have 
such cheap stuff; the middle priced customer is leery of 
both extremes. Besides, he doesn’t feel invited. 


“Better results come from continual pounding on your 
selling price line. Use specific one-price, one-idea ads. 
They are the kind that produce definite sales; that enable 
you to peak your stock at the right price; that build a 
reputation in town on that one thing. 


“As a whole, middle priced items are best for general 
advertising. ‘Too much publicity to low priced jewelry 
cheapens the store, while the extreme high priced cus- 
tomer is best reached by selective direct mail and personal 
contact. 


“Concentration is a cardinal principle of advertising 
just as it is of merchandising.’ ‘This is especially true of 
watches and silverware. You can’t carry all makes. You 
would choke trying. Carry as few makes as possible and 
out of those few pick one on which to do most of your 
advertising. 


“Say something live and interesting in every advertise- 
ment. Soft pedal what the thing is made of, but em- 
phasize the pleasures that its possession will bring the 
owner. That’s appetizing advertising. 

“And by all means advertise the popular things. Sell 
your stickers by pushing inside the store but be mighty 
careful about exposing your mistakes to the world via 
the newspaper and the window. ‘That’s bad medicine 
for your reputation. 

“Why advertise? To build a profit on a foundation of 
sales. 

“What kind of advertisements accomplish that? Those 
whose plan promotes a major department, whose copy 
Promotes sales, whose style promotes prestige.” 
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MIKIMOTO PEARLS 


GENUINE PEARLS CULTIVATED 


These Facts Will Interest You 


Twenty-three years of experiment were spent by 
Mr. K. Mikimoto in developing a perfectly 
spherical culture pearl. 


The pearl divers at Tatoku are sun-tanned 
young women from 18 to 35 years of age. 
Women are preferred for this work because they 
are able to work under water longer. 


Oysters are four. years old before the culture 
operation is performed. Then six years of care 
by the diving girls must follow before a sizable 
pearl can be expected. 


Approximately one-fifth of the oysters treated 
die. One-fifth do not produce pearls. Of the 
producers, only 5% yield first-grade pearls. 


Seventeen patents have been granted to Mr. 
Mikimoto for details in producing pearls and 
for hatching and caring for the “spat,” or young 
pearl oysters. 


The pearl culture farms of Mikimoto, which 
are eight in number, cover an area of 40,380 
acres. Over one thousand people are employed 
and more than eighty buildings house the vari- 
ous operations. 


Mikimoto Pearls are excellent merchandise and 
sell profitably. 


~K. MIKIMOTO 


535 FIFTH AVE., NEW YORK, N. Y. 
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SISTERS IN MESH... . 
"Che Debutante” ne at _ 
"Debutante, Dr. c  . , 


Two remarkable Edge 

creations... Ultra smart in 

their delicate, modern simplicity 

and favored for their genuinely aristocratic 

appearance .. . No other attachments can 

better enhance the beauty of today’s dainty 

wrist watches than “The Debutante” and 

“Debutante, Jr.” Jewelers everywhere have 

"Che Debutante” been successful with these bracelets » > » 


Mesh in solid gold or gold-filled, 
green or white (Rhodium) at SOLD THROUGH WHOLESALERS 


attractive pri<es. 


wemmgee «6. C. EDGE 


Mesh in solid gold or gold-filled, 


in green, yellow or white (Rho- J E W E L R bf c @) M P A N y 


dium) or two-tone combinations. 
480 Washington St., Newark, N. J. 
i ee Ae One aaa 15 Maiden Lane 
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DIAMOND 
WAT CHES 


The watches illustrated are representative of 
a variety of styles that incorporate all that is 
beautiful in modern design. 

Their sheer loveliness and femininity make 
them instantly appealing to your women cus- 
tomers and to men who want to please. 


Extensive assortment of diamond cord and 
ribbon watches on hand in all platinum and 
platinum and gold combinations, produced 
and styled in the usual ZENITH manner. 


POCKET AND WRIST WATCHES 
AND CLOCKS 


Sole Agents in the United States 


/ENI TH+) 


WATCH CO., Inc. 
64 West 48th St., New York 
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PEARLS, EMERALDS, 
SAPPHIRES, RUBIES 


PERMANENT OFFICE IN THE 
UNITED STATES 


L. SCHIPPER 
New York, N. Y. 
Phone BRY { pond 


62 West 47th St. 


BAHREIN 
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BOMBAY 




























































































































GENUINE 
ANTIQUE 
JEWELRY 


SOLID GOLD NECKLACES 
LOCKETS AND CHAINS 
BROOCHES, EARRINGS, PENDANTS 
BANGLE BRACELETS 
FLEXIBLE BRACELETS 
RINGS, COSTUME PIECES 
COMPLETE SUITES 

















LEO ELWwyne & Co. 
ao ita ST. 


NEW YORK 
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BOJAR COMPANY 


has bought the business of 


SAACKE, SCHMIDT 
and COMPANY 


and will move its factory to the Saacke, Schmidt 
location, 107 Stewart Street, Providence, R. I. 
Saacke, Schmidt & Company have been 44 years 
in business and made rings of solid gold in all 
karats (signet, emblem, initial and stone rings). 
Orders, repairs, and special orders for Saacke, 
Schmidt products should hereafter be sent to 
Bojar Company. 


Bojar Company makes ladies’ and gentlemen’s 
stone rings, bar pins, bracelets, pendants, scarf 
pins; the rings in solid gold, all karats and colors, 
and the card goods in gold and platinum front, 
and will continue the manufacture of Saacke, 
Schmidt lines. 


Bojar Co. is known for Latest Style—Lowest Price—Best Service— 
Selling the retail jeweler through the WHOLESALER. — 




















FINE JEWELS DESERVE FINE MOUNTINGS. 


S 
Geo hha & G. Ene. 


Manufacturing (fewelers 
126-132 West 46% Areet 


New York 

















WE SOLICIT SPECIAL ORDERS 











a ma _Ortahlished 19 1903 mmm 
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Rings You Will Be Proud to Sell 
ALL PROFIT 


NO STOCK TO CARRY 


Carry one initial ring as sample. 
Electros Free 


2 DIAMONDS 4/100 each 


Green or White Gold 
Same Price 


Order on five days’ memo. 

when you have a sale in 

sight. Orders filled same 
day received. 


All emblems and initials 
encrusted on ruby and 
onyx on hand at all times 
in every finger size. 
Display Emblem Cards for 
your window in original col- 
ors free upon request 








OLD RINGS MADE NEW 


We repair and rebuild any ring, also encrust any 
initial or emblem on any stone, or furnish 
new stones in all sizes and shapes. 


Why not replace the discontinued or 


WEB™ slow selling emblems with faster selling ~ ame. 


emblems or initials? 


Prices Reasonable. Prompt Service. Try Us. 





6746—$19.00 List 
HEAVY SHANK 


Genuine one piece, three color, double 
head cameo. Belais white gold (also 
in green gold) 6746—$19.00 List. 


Next size larger stone, $2.00 additional 
BUFFALO JEWELRY CO. 


“The Mail Order Housetothe Jewelry Trade” 
501 Washington St. Buffalo, N. Y. 


RHODE ISLAND SCHOOL OF DESIGN 
PROVIDENCE RHODE ISLAND 


Department of Jewelry 
and Silversmithing 
Day Classes—3 years course with diploma—open September 21, 1931 
Evening Classes open September 28, 1931 


The most complete equipment in the country permits of the following courses 
under expert instructors: 


Jewelry Designing Silversmithing Automatic Production Tool Work 


Silverware Designing Enameling Plasteline Modeling and Casting 
Jewelry Sample Making Toolmaking Letter Engraving 
Jewelry Making Hub and Die Cutting Ornamental Engraving 


Day tuition $100. Shop fees, Association fee, supplies, ete., about $40 
Evening tuition—3 evenings a week—$20. 
Special students admitted at all times 
SEND FOR ILLUSTRATED YEAR BOOK 











DANIEL LEKER 
MANUFACTURING JEWELER 


FORMERLY 


C. V. DOUGHERTY CO., INC. 
7-11 W. 45th ST. 
NEW YORK CITY 


Seed Pearl Jewelry 


SPECIALIZING IN REMODELING 
AND SPECIAL ORDER WORK. 
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“FOR THE PEOPLE” 


A great, modern hotel located “just a step from 








Broadway.” Adjoining countless theatres, railroad 
terminals, piers, shopping and business centers. 


° 
1400 ROOMS 


Each with Bath [Tub and 
Shower] Servidor and Radio 


o 
DAILY RATES 


Single $3 384 85 
Double 94 85 %6 


“gote. LINCOLN 


44th to 45th St. at 8th Ave.—New York 


ROY MOULTON, Manager 


“TOKIO” PEARLS 


GENUINE PEARLS CULTURED 


DIRECT FROM FISHERIES 
MOST COMPLETE STOCK IN AMERICA 


ZIRCONS 


ALL SIZES — GOLORS — SHAPES 
GENUINE ROCK CRYSTALS 
NECKLACE CHOKERS 


PAPAZIAN BROTHERS 
DIRECT IMPORTERS 
DIAMONDS, PEARLS, PRECIOUS STONES 
2 West 46th STREET, NEW YORK, N. Y. 














PRISMS: 


THEIR USE and EQUIVALENTS 


A book containing a more extended 
knowledge on this branch of re- 
fraction than is contained in works 
on ophthalmology. Price $2.00. 


The Optical Journal and Review 
239 West 39th Street, New York 
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Waen the trend of “‘lower-prices-at- 
any-cost” began, Peckham decided that 
there were jewelers with enough sense 
to insist upon the same degree of qual- 
ity they had been selling. 


CONSEQUENTLY 

PECKHAM QUALITY 

HAS NOT BEEN 
LOWERED 


though prices have been, commensurate 
with lower production costs. More than 
ever, with its beautiful, white “Everadi- 
ant” finish, Peckham fine-pierced popu- 
lar-priced jewelry looks like the fine 
platinum creations it so effectively sim- 
ulates. Compare Peckham jewelry, and 
you will agree that from the standpoints 
of Style-Quality-Value, that the line is 
outstanding. Your Wholesaler will gladly 
lay before you an assortment of Peckham 
hinged bracelets, necklets, earrings, clips 
and brooches. 


J. H. PECKHAM & SONS 
NO. ATTLEBORO, MASS. 
N. Y. SALESROOM 9 MAIDEN LANE 
(LOOK FOR J. H. P.) 


J. H. Peckham & Sons, Est’d 1893, identify all 
products of their manufacture with these initials. 


* 
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IF SHE CANNOT AFFORD THE GENUINE 
SHE WILL BUY PECKHAM JEWELRY 
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A merchant 
from Penzig 


wants to see you! 


From Penzig and Budapest, from Wassa and 
Yokohama—both the great international mar- 
kets and the small communities of craftsmen 
(famed, but hard to reach!)—manufacturers 
will come to the Leipzig Trade Fair this fall. 


Here—from August 30th to September 3rd— 
you can see what more than 1000 manufacturers 
in your line have to offer in precious metals, 
jewelry, clocks, watches, arts and crafts. 


In less than one week at Leipzig you figuratively 
take a trip around the world for new stock—ex- 
plore foreign bazaars and markets! There are 
7000 firms from 22 countries of Europe and Asia 


exhibiting this fall! 


American buyers appreciate Leipzig—95% of 
those who once go, go again. And there is a 
distinct price advantage in buying at Leipzig 
today! 


Some significance of the scope of the Fair can 
be grasped through the fact that 125,000 buyers 
will come to Leipzig from 72 countries! New 
trends, first shown at Leipzig, travel throughout 
the world. You bring back merchandise which 
your competitors will not have—after dealing 
directly with manufacturers in arranging prices 
and in having items styled to your own speci- 
fications. 


Every convenience is provided for your trip— 
and the cost becomes incidental when compared 
to the greater profits in widening your buying 
range. 


Use the coupon below to secure more detailed 
information. Kindly let us know which lines 
interest you most. 


LEIPZIG 


TRADE FAIRS 


For 700 years the world’s greatest markets 

















Leipzig Trade Fair, Inc., 
10 East 40th Street, New York City 
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SUPER ACHIEVEMENT MERITS 
A SUPER TROPHY |. 


An eminent citizen is to be hon- 
ored for some outstanding con- 
tribution to the community .. . 
someone performs a notable act of 
heroism ... . an athlete brings 
glory to the club by winning an im- 
And the 
committee seeks the advice of 


TROPHY HEADQUARTERS for 


an enduring trophy to commemo- 


portant tournament! 


rate the achievement. 


A Wallace Sterling Silver 
Trophy many times will fill the 
bill. An etching of a scene typical 
of the accomplishment will add a 
striking note of individuality to 
the trophy. Perhaps the triumph 
is so outstanding that the commit- 
tee feels only a special, made-to- 
order trophy will do it full honor. 
Wallace artists are ready to submit 
sketches of original designs that 
interpret the desires of the com- 


mittee. 


In many cases the choice of a 
token of appreciation must be se- 
Wallace 


lected with economy. 


The Trumbull Trophy, designed and made 
by Wallace Silversmiths on a special 


commission 


The modern simplicity of this handsome 
Wallace Sterling Trophy makes it ideal 


for an etched scene. 


Plated Silver Trophies start at 
$2.50 each. All Wallace Trophies 
—Sterling, Special Order and Sil- 
ver Plated—are designed by Wal- 
lace artists and made with the 
masterly craftsmanship of Wallace 


Silversmiths. 


A letter will bring you the 
Trophy Catalogue, the handsomest 
book we have ever put out and we 
believe the finest in the industry— 
plus suggestion for making your 
store, whether it’s small or large, 
TROPHY HEADQUARTERS. Re- 
member—back of you always is 
the entire Wallace organization 
with its hundreds of handsome 
trophies and its years of ex- 


perience. 


Wallace are designers and makers of 
tableware, dresser silver and trophies in 
Sterling; tableware and trophies in Silver 
Plate; Early American and De Luxe 
Pewter ; . Founded in 1835 


R. WALLACE & SONS MFG. CO. 


Silversmiths—WALLINGFORD, CONN. 


NEW YORK PHILADELPHIA CHICAGO 
411 Fifth Ave. 1204 Chestnut St. 10 So. Wabash Ave. 


SAN FRANCISCO LOS ANGELES 
140 Geary St. 811 W. Seventh St. 


THE Streenernc StLvERSMITHS GUILD or AMERICA 








[, staging a silver exposition 
which attracted city wide attention, developed splendid 
sales results and proved to be of unusual educational in- 
terest, Bromberg & Co., 218 N. 20th Street, Birmingham, 
Ala., were well satisfied with the time and.effort required 
to place before the public a display of unusual merit. 
Judged by the interest developed, as evidenced by the 
crowds which recently thronged the Bromberg Galleries, 
for a week it is safe to say that people in Bromberg’s 
selling area were duly impressed. The excellent adver- 
tising the concern received as a direct result of the ex- 
position was an added beneficial return, in addition to 
the increased sales. 

The silver displayed included products of a number of 
well known manufacturers. Reproductions from pieces 
in the great museums of the country, replicas of some of 
Paul Revere’s original designs and the latest offerings 
in more modern designs were shown in pleasing groups 
which held the attention of visitors and created much 
favorable comment. 

All of the show cases and fixtures except the side wall 
show case were removed from the display rooms and re- 
placed by long tables arranged as if for a grand banquet. 
Lovely flowers in gorgeous silver vases and artistic can- 
delabra enhanced the beauty of the display on each of the 
tables. 

In carrying out the plans around which the exhibition 
was staged attention was given to the sales value of tables 
arranged to center attention on the harmonious combina- 
tion and arrangement of silverware designs. These tables 
were of particular interest to many of the visitors and 
were indicative of the results that can be obtained when 
care is used in the selection of table appointments which 
are carefully selected. 
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A Silver Exposition that Built Sales 








The advertising during the week directed public atten- 
tion to the exhibition and extended an invitation to visit 
the display. Personal letters were also sent out to the 
Bromberg & Co. mailing list, extending a special invita- 
tion to the store during the week. In addition an effort 
was made by every member of the force to inform all 
their friends and acquaintances of the fact that this 
unusual event was being held. The telephone was used 
extensively and a great deal of valuable publicity ob- 
tained in that way. 


ie show window was devoted 
in an attractive arrangement exclusively to silver dis- 
plays during the week. A special background and floor- 
ing was used for the occasion. White velvet drop 
curtains and black velvet covering enhanced the beauty 
of the displays and special black and white window cards, 
centered passerby attention on the exhibition. The dis- 
play was re-arranged three times during the week and 
every day fresh flowers were placed in bowls and vases 
shown in the window. The antique pieces each carried 
a card or tag giving description and age. 


A number of silverware manufacturers were invited 
to send exhibits and all responded and cooperated in mak- 
ing the display a success. Selection from the Gorham 
Co., R. Wallace Sons Mfg. Co., Samuel Kirk & Son 
(Inc.) and pieces by George Jensen and Erik Magnussen 
were prominent in the display. 


In the table displays the silverware was arranged with 
china and glassware harmonizing with the period of the 
flat silver. Lenox, Wedgwood, Royal Doulton and 
Royal Worcester ware reflected the period designs. 
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THE GREATEST LAUNCHING 
EVER WITNESSED IS THAT 


WHICH SENDS OUR NEWEST 
1932 STERLING ON ITS 
WAY, TO FIND HARBOR IN 
AMERICA’S FINEST 
HOMES 




















Take the “Guess” Out of Profits 
(From page 37) 


E-1. Sterling flatware. 

F. Plated hollowware. 

F-1. Plated flatware. 

H. Clocks. 

J. Costume jewelry. 

S. Stationery. 

T. Trophies, medals, class pins, etc. 

V-1. Watch repair, all kinds. 

V-2. Jewelry repair. 

V-3 All other repair and misc. unclassified 
items. 


Each item we carry and sell can be instantly classified 
in the above group. Each saleslip bears this information, 
customer’s name and address, charge or cash, the depart- 
ment letter, cost and the selling price. It is a very simple 
matter at the end of each day and each month to classify 
these and have available, at the end of each month, the cost 
and selling prices of each group. The total of all groups 
must check with the total sales for the month. 


When the six months’ period is over, or the year, total 
the months to get the exact total sales of each group, as 
well as the margin of gross profit. Inventory is now 
taken by groups and immediately your costs of sales for 
the year, when compared with the average inventory at 
cost, will give the turnover. Many merchants fool them- 
selves by figuring their sales at retail against their inven- 
tory at cost. Profit by itself is meaningless unless turn- 
over is taken into consideration. “Turnover, on the other 
hand does not prove anything unless profit is known, 
consequently both must be taken into consideration in 
establishing the satisfactory performance of a department. 


A department which averages close to 50 per cent 
profit for the year—on sales—should produce at least one 
complete stock turn to be profitable to the house. (Cost 
of goods, compared to cost of inventory.) If profit ratio 
is less, the turn over should be proportionately greater, if 
the department is on a profit making basis. If profit does 
not come near 50 per cent on gross sales, and inventory 
shows the turnover to be less than one complete turn a 
year, the stock is too large for the sales. In this case it 
is plain that either the sales must be increased or the 
stock cut down. Until it is demonstrated that the sales 
can be increased, the stock must be cut down until it is 
at the right level. 


Where the inventory is taken before the system is 
started and taken by groups, a perpetual inventory system 
is recommended. If this is done, it will be only neces- 
sary to deduct the cost of goods sold in each group each 
month, and add the purchases to maintain the monthly 
stock figures. Form No. 2 explains the workings of 
this point. 


Show no favorites. If a department shows good re- 
turns, build up that section. If it does not cut it down. 
Should it not pay them, throw it out entirely, then con- 
fine your efforts to those that are profitable. Get it out 
of your head that you must carry certain items, just be- 
cause you are in the jewelry business. Remember you 
are in the business to make money. Refuse to put good 
cash into merchandise that will lose you money. 
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PITCHER SPOONS 


HANDWROUGHT 





10 to 12 inches long 


CURRIER 
& 


ROBY 


217 E. 38th St., New York 
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Watsons NEW S&S PATTERN 


It’s WHAT 1931 NEEDs 


A complete, confined and protected pattern 
of uncompromising quality. For dominant 
jewelers, it provides 
EXTRA SELLING-POWER 
EXTRA PROFIT IN STERLING 







The 
John Alden 


pattern 


Tuscany 


Two more of the notably successful tableware 

motifs among nine established patterns of Watson- 

mark Sterling. More than $250,000.00 worth of the 

John ‘Alden pattern alone, has been sold by one 

American retail jeweler. For SeLtinc Power, 
stock Watson Sterling. 




















OP ITF Oe Ff OF 


N EXT MONTH The Watson Company will publish the 
name, prices and specimen photographs of a new Watson- 
mark pattern in Sterling silver. 


One of our most eminent jewelers has called it “The most 
promising and potent example of temptation-to-buy” ever 
created by Watson craftsmen. 


Another man said, “Spending-money has been accumulat- 
ing. Now we need most the happy appeal of inspired de- 
sign in Sterling like this to turn the tide in flatware sales 
for first-rate jewelers.” 


A complete, confined and protected pattern in tableware 
for selected jewelers! All Watson Sterling salesmen and 
branch offices have limited samples now. Ask our rep- 
resentative or write to us for immediate advance in- 
formation. THE Watson Company, 22 Watson Park, 
ATTLEBORO, Mass., U.S. A. 


New York City 
347 Fifth Ave. 


Chicago 
37 So. Wabash Ave. 


Los Angeles 
643 So. Olive St. 


Watson Sterling 
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TRACE MARK 

























Twenty-four Karat Club Outing 


The annual outing of the Jewelers’ 24 Karat Club of 
New York was a success again this year, in spite of the 
weather man, who did not provide as pleasant a day as 
could have been desired. Twenty Four Karat luck held 
good, however, and the storm clouds gave away in time 
for the golf tournament. The trip was made by motor 
bus. 

The outing was held at the Hollywood Country Club, 
near Deal Beach, on the New Jersey coast, on June 16. 
Dinner was served on the wide veranda of the club, 
where prizes for the contests were awarded as follows: 


In the ring toss contest first prize was won by Emile 
Tas and, second prize by Charles W. Sommer. 


President Charles W. Sommer’s contest was won by 
Fred Keller. A handsome silver plate was the prize. 


The Prosperity contest prize was won by Edward B. 
Donaldson, with Harry McMahon second. 

After the dinner the golf tournament was started. The 
low gross prize went to Edward B. Donaldson and the 
low net to Walter N. Kahn. 

Henry Sherrill, Kenneth Merrill and Everett Ward 
tied on kickers handicap. The prize went to Mr. Ward. 

The gross stroke contest was won by Walter Kahn, 
who graciously declined two prizes, and the award was 
made to William G. Rattey, with Edward H. Dean 
second. 

Jacob Mehrlust was chairman of the outing committee. 





Boston Jewelers’ Club Holds 44th Outing 


Boston, Mass., June 25.—With sports and a shore 
dinner as the main attractions, the Boston Jewelers’ Club 
presented its 44th annual spring outing at Pemberton Inn 
yesterday. Guests and members made merry for several 
hours under ideal weather and social conditions. 


The trip down the harbor took the majority of the 
members to the rendezvous, but some journeyed by auto- 
mobile, the road through Nantasket being attractive. 


Carl F. Lawton and James H. Parks had charge of the 
sports, and they provided a program which kept the com- 
peting members on their toes all through the contests. 
Meanwhile Secretary Albert R. Kerr, James Kingman 
and J. Charles Stever did the receiving honors and ex- 
tended a welcoming hand to all arrivals. 


The chief sporting event was the baseball game between 
the Sterlings, under Capt. Elmer Kipp, and the 14 Karats, 
skippered by Carl Lawton. The first named team won 


by 16 to 9. 


Swimming honors were carried off by Hugh Fay, who 
easily won the two races. 


David F. Ingersoll and Elmer Kipp excelled at quoits, 
with Everett Hardy and Lloyd Kirk second. Carl Lawton 
and William G. Smith, veterans at the game, put their 
best leg forward, taking first prize in the three-legged 
race. Howard Budd and Leo Levy were the second in 
line. Officiating at these contests were C. O. Housman, 


F. T. Widmer and E. F. Lilley. 

The shore dinner followed the sports. After an ex- 
cellent menu, President William L. Stone presented the 
various prizes. 
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Remarkable Downward Revision of Prices 


These are the most extraordinary reductions ever 
associated with sterling silver of established merit. 
These unparalleled prices will be in force only dur- 


ing the present market condition. Complete tea 
and dinner services to match. 

Tea Spoon Medium $10.00 Doz 
Medium Forks 24.00 ” 
Medium Knives 2100 * 
Oyster Forks 11.00 ” 
Salad Forks Ind. Be.” 
Bouillon Spoons 14.00 ” 
Cream Soup Spoons 15.00 ” 
Butter Spreaders 12.00 ” 
Ice Cream Forks it ae 
Ice Tea Spoons 18.00 ” 
Sugar Spoon 1.25 Each 
Butter Knife = 
Cream Ladle 135° * 
Gravy Ladle ao 
Olive Fork tS - il 
Lemon Fork ae > 


Retail Prices—Subject to Discount 


Matching odd pieces in 
Sterling Silver our Specialty 


The Schofield Compa 


my 


Designers and Makers of Sterling-Silverware 


Joseph D. Little, Manager 
Baltimore, Maryland 


Established 1871 
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A FINE 
TRIBUTE 
Xs AS TO FOSTER 
FOSTER se - CRAFTS- 
PRODUCTS ( . MANSHIP 


* 


| N 1 8 9 6 # « © This Foster sterling silver brush, known as the “Washing- 
ton Pattern,” was sold by a Southern jeweler (name on 
request). Thirty-five years of continuous service has not 
dimmed its usefulness. After minor repairs this brush 
was returned to its owner ready for a second period of 
service. ° 


For fifty-eight years we have been making the sort of 
merchandise that helps good jewelers build good will. 










THEODORE: W: 


FOSTER & BRO- CO. 


PROVIDENCE, R. I. 











California Gold and Silversmiths Meet 
SAN Francisco, CAL., July 6.—The 20th Annual Con- 


vention of the California Gold and Silversmiths Asso- 
ciation convenes today at the Palace Hotel and the 
second annual jewelry trade show will be held at the 
same time. The show will feature the fall merchandise 
of wholesalers and manufacturers on the West Coast. 

The seventh annual Pacific Coast Gift and Art Show 
will also be held on the third floor of the Palace Hotel, 
beginning today and continuing to July 11. 





Clock Manufacturers Elect Richard H. 
Whitehead President 


New Haven, Conn., July 7.—Richard H. White- 
head, president of the New Haven Clock Co., was elected 
president of the Clock Manufacturers Association at the 
annual meeting in New Haven June 11-12, succeeding 
Edward Ingraham of the E. Ingraham Clock Co. Walter 
J. Herschede, president of the Herschede Hall Clock Co., 
was elected vice-president. Warner S. Hays, trade ex- 
ecutive, was chosen secretary-treasurer. 

Mr. Ingraham, in his closing message to the members 
of the association, pointed out that it seemed to be an 
economic law for prices to decline during such a period 
as we are now going through. This holds true, not only 
in the clock industry, but in practically all industries, and 
is notably exhibited in the price actions of all so-called 
raw materials. He mentioned that such a condition nat- 
urally raises havoc with the profits of the industry. Such 
a period requires close attention and sound judgment by 
management. He went on to say that every detail of 


stores, production and stock must be carefully watched, 
and every effort made to produce profitable sales. 





Death of Mrs. Z. E. Woodstock 


Kansas City, Mo., July 7—Mrs. Zerelda E. Wood- 
stock, 93 years old, widow of Everett S. Woodstock, a 
partner in the Woodstock-Hoefer Watch & Jewelry Co., 
and herself a vice-president of that company, died June 21 
in St. Luke’s hospital after a brief illness. Mrs. Wood- 
stock’s husband died in 1911. 

Mrs. Woodstock was deeply interested in the Girls’ 
hotel. She had been president of the Council of Clubs 
and was a member of the national organization of club 
women known as the Pioneer Workers of America. 

Funeral services were held at St. Paul’s Episcopal 
church, Wednesday afternoon, June 24. Burial was in 


-Mount Washington cemetery. 





Southeast Retail Jewelry Trade Association 


HunTINGTON Park, CAL., July 6.—The Southeast 
Retail Jewelry Trade Association held its June monthly 
session, with President C. L. Runyon in the chair. The 
entire membership, with the exception of two, attended, 
notwithstanding the heat. There were several visitors. 

Merle McGinnis, one of the most successful sales- 
managers in the Southwest gave a talk on “Sales.” 

George Finley, also a member of the Board, urged the 
members to attend the Art and Gift Show to be held in 
San Francisco, this week simultaneously with the 20th 
annual convention of the California Gold and Silver- 
smiths. 





NOW— 


SUPPOSE YOU TRY OUR PRODUCT IN YOURS 

















SILVER 








SILVER—PURE ANODES—a ty sizes. 
SILVER—STERLING=—st et, PLATE, CIRCLES, WIRE. 
SILVER—SOLDERS=—a tt Forms AND GRADES. 


Our STERLING SILVER is made by the most modern methods and machinery by men 
long versed in the needs of the silversmith, and every process is under scientific control. 
Good results are a certainty. We cordially invite your trial orders. 


THE AMERICAN PLATINUM WORKS 


N. J. R.R. AVE. AT OLIVER ST., NEWARK, N. J. 
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Antique English Silver, 
Sheffield Plate and Reproductions 


Some of the- Antique Reproductions in our stock. 


All Inquiries Are Promptly Attended to. 


Pair of old silver sauce boats made in London in 1791 by J. Robbins and a 10-in. old 
silver waiter made in London in 1821 by B. Smith. 


IN OUR SHOWROOMS 
YOU WILL ALWAYS FIND A LARGE SELECTION OF 
ANTIQUE ENGLISH SILVER AND OLD SHEFFIELD PLATE 

AT VERY TEMPTING PRICES 


EDWARD PRILL, INC. 


of Sheffield, England 
42-44 WEST 48th ST., Silversmith & Importer NEW YORK CITY 
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Introducing 


VIKING COPPER 
by MULHOLLAND 








Looking for Something Different with Sales Appeal? 


Then stock your shelves bountifully with beautiful. It is inexpensive, yet individual. 
pieces that are actual reproductions of Many sales will be lost this season by the 
Swedish copper. Kettles with brass or pewter dealers who figure they can manage without 
trimmings, trays, bowls, bon bons, sugar copper on their shelves. Copper is already 
and creamers. an institution in the large cities. 


Copper has merit. It is substantial, yet Write for prices. 
Ppp z p 


See our complete copper, pewter and silver plated lines at the 


TENTH ANNUAL CHICAGO GIFT SHOW 
August 3 to 8, 1931 Room 244, Merchandise Mart. 


MULHOLLAND SILVER COMPANY 


Manufacturers of 


COPPER, PEWTER AND SILVER HOLLOW WARE 
100 GALE STREET : : : AURORA, ILLINOIS 


Western Display Room at 150 Post Street, San Francisco, Calif. C. C. Skov, Representative 
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TUDOR PLATE Designs 
Left to right: Skyline, Baronet, the new Barbara, Enchantment, Queen Bess 
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, & is the biggest plus-sales factor for your Fall selling season— 


TUDOR PLATE prices are reduced below 
their already reduced Thrift-time level. 









These values—at these new /ower prices—mean sales-making power 
for you: 


The finest Silverware made, in its price range—guaran- 
teed for 35 years—and by the makers of COMMUNITY 
PLATE. 


The new Barbara design, and four other smart modern 
designs by the designers of COMMUNITY PLATE. 


De luxe gift boxes of high-intensity modern selling 
display. 


Silverware trays and chests with unusual display value 
—designed for maximum sales pull—and furnished at 
NO cost. 










Re-vitalize your Silverware business this Fall, with 
Tudor plus-values, at still lower prices. 
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A STANLEY BRUSSEL, President GEORGE F. LITTLE, Mag Director 
S CRAIG PRESTON, Vice President 220 FIFTH AVE, w YORK. 











Eastern Manufacturers and Importers Exhibit 
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George Little, Left— 
Managing A. Stanley Brussel 
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John Rosetti, Director S. Craig Preston, Vice-President Edward P. Daly, Director 
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ER HOTEL-BOSTON 
EMBER 14 th-18th 


GEORGE F.LITTLE ~ MAWAGER ~ 220 FIFTH AVE.NEW YORK 









Gritts for the Home and Office 






























Establish a contact between 
your gift section and the 
smart creations to be dis- 
played at the Gift Shows. 


A substantial table 
lighter, new and ap- 
pealing in design, for 
club, office or home 
use. A slight turn 
of the propeller 
snaps open the cover 
of the pilot’s seat, 
thus producing a 
flame. Available in 
chromium plate with 
japanned black mo- 
tor. Retails for $6 





Flower containers of pew- 
ter. A charming center- 
piece with cuts so designed 
as to hold the flowers up- 
right. A device fixed in the 
bottom of the container se- 
cures the stems. Two vases 
for rose buds and individual 
flowers. These containers 
are very smart for the 
breakfast table. The center 
piece retails for $13; the 
large vase for $9, and the 
small one, $7. 


A wooden cigarette box 
made in the form of a mir- 
ror. The cover is fixed by 
a screw in the handle and 
swings open and closed 
horizontally. It is hand- 
painted and decorated with 
a modern French print. Re- 
tails for $2.50. 


Information regarding gift 
items can be secured from 
The Jewelers’ Circular Gift 
Dept. 





Attractively decorated metal accessories 
for the home and office. The piece on 
the left is a combination cigarette rest, 
ash tray and coaster and retails for $}.70 
in chrome finish. The mouse ash tray and 
place card holder sells for $1.20 in chrome. 
They are made in bronze, brass, copper 
and chrome. 
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Makers of Rock 
Crystal Glassware 
for Over Half a 
Century 


ey 
¥ 


HAWKES 


PRESENTS 


CHAN TILLY 


A new outstanding line of Rock Crystal Stemware 
of the 


Usual Hawkes Standard 


The prices are indeed a revelation, providing 
the jewelers with an opportunity of attracting to 
their stores customers who have a high appreciation 


2°; of: value of stemware of distinction. 
= ’ 


Hold your Fall commitments until you have seen 


“Chantilly.” 


CLAYS) 


» LGHAWKES&CO. 
CORNING,N.Y. 3 

















Eastern Manufacturers and Importers Exhibit 


Quality at low prices will be the keynote of the com- 
ing Eastern Manufacturers and Importers Exhibit to be 
held at the Palmer House, Chicago, Aug. 3 to 14. 

The success of the Art and Gift industry depends on 
its ability to produce and introduce new styles or crea- 
tions with a quality basis at a new low price, which will 
attract people and lead them to purchase. When art and 
gift buyers become style-minded with a thought to qual- 
ity and not trash, the public will quickly follow their ex- 
ample and this will mean a boost for sales volume. 

With these thoughts in mind, the Eastern Manufac- 
turers and Importers Exhibit at the Palmer House in 
Chicago, is concentrating on making a quality and new 
low price show in the full sense of the word—an exhibit 
where the latest creations from every corner of the globe 
will be shown and where every effort will be made to 
acquaint buyers not only with what is new and desirable, 
but also the best sales method. 

A. Stanley Brussel of Ferdinand Bing & Co.’s Suc- 
cessors, president of the Eastern Manufacturers and Im- 
porters Exhibit, places particular importance on these 
features, the board of directors having impressed exhibi- 
tors with the necessity for placing every possible emphasis 
on quality at low prices in the latest creations. ‘With 
business conditions as they are, every gift buyer must be 
more keenly alert than ever to the value of featuring 
quality merchandise,” declared Mr. Brussel. ‘The Gift 
buyer who goes along in his former unconcerned way, has 
not much chance under present competitive conditions. 
His contemporary who makes a study of quality at a low 





price and not imitations made of cheapened material, and 
who imparts this information to his customers, is the one 
who finds that business is being pepped up and that his 
store or department is making real progress. The East- 
ern Manufacturers and Importers Exhibit is held to pro- 
mote the best interests of industry at large, and that is 
why we are emphasizing this factor in planning this Fall 
Show. We believe that quality at a low price holds the 
secret of widespread trade betterment.” 





New York Art-in-Trade Show 


The New York Art-in-Trade Show will be held at the 
Hotel New Yorker, Aug. 24 to 28 and as previously will 
be under the management of George F. Little, 220 Fifth 
Ave., New York. 





Death Summons William S. Pitcairn 


William S. Pitcairn, one of the outstanding figures in 
the import china trade of the United States and for 
nearly 40 years head of an importing firm bearing his 
name, died June 25 in West Orange, N. J. 

Mr. Pitcairn was born in Staffordshire, England, Aug. 
5, 1865. He came to the United States when about 17 
years old to join James Davidson an importer of English 
wares, and later became a partner in the business. In 
1893 Mr. Pitcairn branched out for himself. 

The funeral was held June 27 from the family home 
at West Orange. 
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BAVARIA 
TIRSCHENREUTH 


PLACE PLATES and SHORT LINES 


Bohemian Crystal 





COMPLETE ASSORTMENT ON HAND FOR IMMEDIATE DELIVERY 





105-107 Fifth Avenue 


(At Eighteenth Street) 
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PAUL A. STRAUB & CO. 


New York 
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10” x 13” 


Moire Silk Back. 


Fine Leather Goods 
Gold Tooled Novelties 


45-47 West 27th Street 
NEW YORK 


° lie. 78 iaedlaie 


Pace. 














No. 1256 Easel Frame—Black Calf. Hand Gold-Tooled. 
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BRUHN -ELWERT, Inc. 
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What the Gift Show / 


By HENRY UNDERBERG 


Vice-Pres. 'The FRANKART CO., Inc., New York 












Since an open mind is one of our most 
valuable possessions or habits, whether in 
relation to our journey through life, or a 
trip to the gift show, it is something that 
we should constantly strive for. An open 
mind implies that we not only “see” and 
absorb new impressions, as per our ha 
bitual attitude of mind, but it also implies 
that we are always open-minded toward 
anything new, or any new order of things 
or events that may be brought before us, 
All of which may be rather far fetched in 
relation to gift shows, but it is not. It only 
goes to show that there are undreamed of 
possibilities for the real live jeweler. 


















Figuring it out on this basis, any one gift 
show will present to your mind more pos 
sibilities from several new angles than your 
mind can “digest” in six months, to say 























“RAY-BUD” 





THE ONLY DECORATIVE ROOM 
THERMOMETER 


FOUR FEATURES NOT FOUND IN ANY OTHER ROOM 
THERMOMETER: 

1—CHINA CASES IN SIX DIFFERENT COLORS. 

2—SILVERED METAL DIAL WITH NUMERALS OF A _ SIZE 


EASILY READ AT A DISTANCE. 
3—ENTIRE BOTTOM COVERED WITH FELT TO PREVENT 


NOT ONLY AN ACCURATE INSTRUMENT FOR RECORDING THE 
ROOM TEMPERATURE BUT A DECORATION FOR ANY HOME 
OR OFFICE. A WONDERFUL GIFT OR BRIDGE PRIZE. 


NEW LOW PRICES TO DEALERS FOB, CHICAGO, ILL. 
$1.15 IN LOTS OF ONE DOZEN. 
$1.20 IN LOTS LESS THAN ONE DOZEN. 
FEATURE THIS AS AN ALL YEAR ROUND SELLER. SEND IN 
YOUR ORDER TODAY FOR THE YEAR’S FASTEST SELLING GIFT. 


RAY-BUD STUDIOS 
5707 W. LAKE STREET CHICAGO, ILLINOIS 
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Thus combining a center trim to tie in 
with Crystal Goblets and 
Silverware 
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Waterford Crystal 
and 


Pewter 











Exhibiting at the Eastern Manufacturers 
and Importers Exhibit, Room 736-38 
Palmer House, Chicago 
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wi Mean to the Jeweler 


the least. For, you will find, for months 
afterward, that new ideas will constantly 
keep bubbling up to the surface of your 


ost mind, as you happen to recall this or that 
"in display, or some particular gift item, or 
ra this or that idea which was worked out at 
hat some of the shows. Manufacturers present 
pom most unusual methods of display at the 
and shows. Such original methods and effec- 
ha. tiveness are bound to stick in your mind 
lies for months to come. Not only that, but 
ard you also seem to see those Gifts and Art- 
ngs wares visualized in your mind as well. 

a And back home again, you feel well con- 
nly tent with the results of your trip to the 


a gift show. New goods ordered, a thousand 
and one new ideas assimilated, and new 
personal contacts made. Oh, yes, indeed, 

zift taken all in all, this gift show, and all 
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Metal Statuary 


adapted to utility. Con- 
structed with the pre- 
cision of the jeweler. 


CATALOG SUPPLEMENT FOR) -TtU7 
SEASON 1931-32 WILL SOON Sa 
BE OFF THE PRESS. RESERVE — Aah Receiver 


YOUR COPY. 








No. 7342 
Height—i0 inches 
Patented D-84449 




















































08 other gift shows on the calendar are well 
yur worth while, says the live, progressive, up- a 
say to-minute gift shop jeweler. Frater 
225 Fifth Avenue 
New York " 
BOSTON’S soneran: 
HOSPITAL 
gk 5 
pate * Ss 
JAS , 
* is ; “a ‘ 
I: iby. Bee 
oN : <3 ° 
Linck Sh 
| Mr yg 
| a Cian Ri 
tee “ or HIS “Choice Chest” has compartments for four different 
—. . brands of cigarettes. The partitions are removable. The box 
° is hand-carved out of Sheesham wood, which has a dark, rich 
| PREVAILS AT appearance. An item of practical beauty that will be welcomed 
by everyone, for it provides novel utility. 
° 8” long x 4” wide and 2” high. 
enmore —_ 
COMMONWEALTH AVENUE = 
AT KENMORE STATION Zz 
Here you will find that farfamed Boston spirit of cordiality. e 
There is no end to conveniences at The Kenmore... 400 
rooms with tub and shower . . . Coffee Room, Empire Dining Reg. Trade Mark on every article 
Room, free parking for your car . . . and even a cheery BZ 
— Morning” with the paper left at your door when you J. MOHAMMAD ALI, INC. 
Let us send you a Booklet “Historical Boston” e 225 Fifth Avenue New York, N. Y. 
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LEXINGTON DESIGN 


A 194 Bowl 
12 inch 
14 inch 
16 inch 

1600 Candle 

10% inch 
12 inch 
14 inch 
16 inch 








THE PAIRPOINT 


CORPORATION 
New Bedford, Mass. 


43-47 West 23rd St. - - - - 
180 Pest St. - © © © «© eo 
















New York City 
San Franeisce 


Manufacturers of: 


CRYSTAL and COLORED 
GLASSWARE 


SILVER-PLATED 
HOLLOWWARE 





PEWTER 


PRIZE CUPS—TROPHIES 
FINE ARTS—LAMPS 




































There’s power in this Old Morgantown style to lure dol- 
lars from today’s most money-conscious customer. The 
designer borrowed the shape of the bowls from the Old 
English Rummers of the 18th century. Here is graceful 
simplicity in an ideal shape for displaying the vigorous 
colors of Steigel Green, Ritz Blue and Ruby. The Crystal 











Stemware STYLED TO SELL! 





golf ball stem adds a scintillating note. This is one of 
Old Morgantown’s finest lines of stemware. 





Left to right—No. 7678 Tall 


Parfait, Wine, 10 oz. 


Luncheon Goblet, 
Sherbet, Goblet. 





Write for new Catalog and price list 





MORGANTOWN GLASS WORKS 
4 Morgantown—West Virginia & 
Our Representatives Cover the Country 
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MAKE 


Sue NEW 
FOR THE 








SMART-SAC 


CLOSED 
2 
anil FLIP. OFF 


Look for this trade-mark 
stamped on the frame of THE LID 
every genuine Whiting & 
Davis Bag. It stands for over HE PICTURES tell the whole story. 
50 years of creative 
craftsmanship. The new Smart-Sac mesh bags offer 
a new smartness, ingenious and at- 
tractive novelty, unusual carrying ca- 
pacity and unequalled convenience 
for all women. It offers quick-sale 


profit to dealers. 


With its wide-spreading top-frame, 
the Smart-Sac mesh bag puts a wo- 
man’s accessories into a neat package 
that’s only a handful... and the 
smallest key or coin may be found 
without fishing or fumbling. THAT'S 
REAL SELLING TALK to any sirl. 
Whiting & Davis Company, Plain- 
ville (Norfolk County) Massachusetts. 


In Canada: Sherbrooke, Quebec 
Chicago: F. E. Whiting, 31 N. State St. 
New York: 366 Fifth Avenue 


Bag No. 1080— $10.50 
One of the new Smart-Sac mesh bags, silk-lined, made of Patent Leather 
Finish mesh in plain red, skipper blue, green, yellow, beige, brown, 
black or white enamel; also red, blue and gold design on white enamel 
background. The frame is 4” wide and opens up to 4” x 314”, enamel 
and silver finish. ORDER THROUGH YOUR WHOLESALER—SUB- 
JECT TO KEYSTONE DISCOUNT. 


AITING & DAVIS 
FSH BAGS Faas 
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_STURDYFOLD 























Comfortable 
Convenient 


Clever 


























Fingernails 














J. KF. STURDY’S SONS COMPANY 


MANUFACTURERS OF STURDY BRACELETS 


ATTLEBORO FALLS MASSACHUSETTS 
CANADIAN STURDY CHAIN CO., LTD., Sherbrooke, Que., Canada 





























New York Horologists Meet 


At the July meeting of the Horological Society of 
New York, the officers were re-elected to serve for an- 
other term of one year. They are as follows: President, 
R. Salomon; vice-president, Jacques LeRoy; treasurer, F. 
Knowle, and secretary, J. Gruener. F. Knowle and F. 
Haschka were elected to serve as a Board of Trustees 
and Mr. Walther was elected as librarian. 

A committee was formed to plan an outing for the asso- 
ciation and the report of this committee will be heard at 
the August meeting. 

The growth of this organization has been rapid. 
Formed in October, 1930, with a charter membership of 
26, it now boasts a total of 76. 


Death of Frederick Meyer 


Frederick Meyer, until recently a member of the firm 
of L. S. Meyer & Bro., jewelry manufacturers, 2t Maiden 
Lane, died June 24 at the Aurora Health Farm, Morris- 
town, N. J. He was 59 years old. Funeral was held 
June 26 from the Universal Funeral Parlors, New York, 
with burial in Mount Hope Cemetery. 

Mr. Meyer was born in New York and had been asso- 
ciated in business with his brother, Leopold S. Meyer, 
until about two and one-half years ago when he became 
ill. He was a member of several charitable organizations. 

Surviving are the widow, his brother and four sisters. 


Report on Platinum to 1930 


WasuincTon, D. C., July 10—Platinum metals sold 
by refiners to the consuming industries in the United 
States amounted to 118,924 Troy ounces in 1930, which 
is a big drop from the 191,619 ounces sold to the same 
industries in 1929. All industries with the exception of 
the dental showed a decrease, consumption in the jewelry 
trade dropping from 93,078 to 50,541 ounces; in the 
electrical from 40,705 to 19,032 ounces and the chemical 
from 21,951 to 15,959 ounces. Platinum in the dental 
industry jumped from 26,231 in 1929 to 27,363 ounces 
in 1930. 

These figures are taken from the report on Platinum 
and Allied Metals in 1930 just released by the Depart- 
ment of Commerce, which indicates also that the jewelry 
trade no longer dominates in the consumption of platinum 
to the same extent as it did in previous years, dropping 
from 49 per cent in 1929 to 43 per cent in 1930. How- 
ever, in pure platinum, the jewelry trade used 84,039 
ounces of the 145,330 ounces consumed in 1929 and 44,- 
801 of the 83,486 consumed in 1930. 

In the use of iridium, the jewelry trade was the one 
big consumer last year, taking 2,407 ounces of the total 
of 3,624. The dental trade was the big user of palladium, 
increasing its consumption from 12,156 ounces in 1929 
to 15,436 ounces in 1930, while the jewelry trade which 
used 4451 ounces of palladium in 1929 used but 2807 
ounces last year. 

The report shows a slight increase in the stocks of 
platinum metals in the hands of refiners in December, 
1930 compared with those held on the same date in 
1929, 88,665 ounces as against 82,124. Stocks of pure 
platinum increased from 51,853 to 52,853 ounces, of 
iridium from 4716 to 8828 ounces, while the stocks of 
palladium dropped from 20,154 to 18,978 ounces. 
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Merchandise Market 


Lower Prices on Community Plate 


Price reductions have been announced on community 
plate by Oneida Community, Ltd. The new prices will 
be emphasized in national advertising. 





““Sweatproof” Watch Straps 
The Gruen Watchmakers Guild, Cincinnati, Ohio, 
is offering a card containing six De Luxe Quality Sweat- 
proof Straps for men’s watches. Each card is wrapped in 
cellophane. 





New Type Alarm Clocks 


The Western Clock Co. have announced a new Big 
Ben with a new type 2-voice alarm and a “silent tick.” 

The 2-voice alarm is an entirely new idea in alarm 
clocks. First come a series of soft chime calls to wake 
the sleeper gently, without shock or sudden jar to the 
nerves. However, if the alarm is not shut off during this 
first warning, there’s a loud, steady call in reserve to 
wake the heaviest sleeper. Another feature of this new 
Big Ben is a “‘silent tick.” 

This new Big Ben is a thinner, slightly smaller clock. 
It is finished in lustrous black and nickel, and has a new 
legible dial with graceful pierced hands. It is available to 
dealers through their regular sources Aug. 1, and sells to 
the consumer at no change in price. 





New Containers for Holmes & Edwards Silver 


The makers of Holmes & Edwards Inlaid continue to 
introduce new and novel containers for their merchandise. 
The first of these new containers is the Woodcraft tray, 
of genuine rare woods, artistically inlaid. The scene is a 
three masted ship breasting the swells under full sail. 
The new Terrace chest has the smartness of modern de- 
sign as well as the quiet dignity of simplicity. The color 
scheme is black and ivory—ivory trimmed edges on a 
black box with a delicate floral design also in ivory. 





Price Reduction on 1847 Rogers Bros. Silverplate 


A general price reduction on 1847 Rogers Bros. Silver- 
plate, Holmes & Edwards Inlaid and Wm. Rogers & Son 
Silverplate was made by the International Silver Com- 
pany, effective July 1. New price lists have been issued - 
for distribution to the trade. A new pattern, “Her 
Majesty,” in 1847 Rogers Bros. Silverplate will be the 
center of the advertising and merchandising of this brand. 





“Cellinicraft”—A New Line of Jewelry 


“Cellinicraft,” a jewelry line selected from designs sub- 
mitted by outstanding manufacturers, is being presented 
to the trade this month by representatives of the Bosz- 
hardt-Possin Co., Milwaukee; James J. Burke Co., St. 
Louis; Goldsmith Co., Toronto; Greenwold-Guft Co., 
Cincinnati; Hall Bros. & Co., Pittsburgh, Pa.; C. A. 
Kiger Co., Kansas City and M. S. Page Co., Boston. 

It is packaged in cases of exclusive design; each carry- 
ing the “Cellinicraft” seal. ‘The cases, chosen from over 
100 suggestions submitted, are covered with waterproof 
“’Texol” in a striking black and white design. “Celliri- 
craft” will be sold only by legitimate jewelers. 
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Importers and Traders 


in 
GENUINE ANTIQUE SILVER 
OLD SHEFFIELD PLATE 
MODERN USED SILVERWARE 
AND JEWELRY 
and 


FINE REPRODUCTIONS 


Attractively Priced for 
Substantial Mark-up 


1358 SIXTH AVENUE 
Cor. 55th St. 
NEW YORK 


1 
Telephones Circle 7 | ae 























FOR 
GREATER 
SERVICE 


Sia 


Because of confusion in the minds of advertisers 
and agencies with THE JEWELERS’ CIRCULAR 
being pre-dated two weeks, and in compliance 
with a number of requests, we announce a slight 
change which will be made in our date of pub- 
lication. 


Commencing with the September issue and, there- 
after, closing date for advertising copy will be 
the 15th of the preceding month and mailing 
will be on the 25th. Kindly make note of these 
changes. 


This means that retail jewelers from coast to coast 
will have the September issue in their possession 
by the last day of August, and so on each month. 


We will appreciate your cooperation in having 
cuts and copy for advertising reach us according 
to closing date because THE JEWELERS’ CIR- 
CULAR has ALWAYS prided itself on being out 


on time as per published schedule. 
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First Come—First Served 
wW 


HERALDIC. 1247 RoGeRs Bros. 
AND 
JAMESTOWN § OLMES & EDWARDS | 


DISCONTINUED 
AND 


CLOSED OUT 


We have filled in our stock of 
both patterns in order that we may 
take care of our customers’ orders 
until our stock is gone, and advise 
filling in at once. 


J. W. JOHNSON 


14 MAIDEN ILVERW ARE 1 W. 47th 
LANE INCE 1869. STREET 


























N. Y. C. 














HOTEL 


VICTORIA 


7th Avenue and 5l1st St., New York 


IN THE NEW 
JEWELRY DISTRICT 


Hotel Victoria on 51st Street, corner Seventh 
Avenue, is virtually in the heart of the 
jewelry center. One of the reasons why it is 
becoming headquarters to the trade. 


1000 Rooms, each with private 
bath, shower, ice water, servidor, 


RADIO, and now 


FREE GARAGE 


for parties of two or more 


Rates $3 to $4 single—$4 to $6 double 
S. J. MITCHELL, Mgr. 


os ecco menMRNED comme: 





























































New York Material & Supply Dealers 
Form Organization 


Leading wholesalers engaged in the distribution of 
jewelers’ and watchmakers’ material and supplies in the 
New York metropolitan area have formed the Jewelry 
Material & Supply Dealers’ Association, Inc., and will 
maintain permanent offices at 41 Park Row, New York. 
The articles of incorporation set forth that the purposes 
of the organization will be the collection of information 
regarding the distribution of jewelers’ and watchmakers’ 
materials and supplies and kindred merchandise in New 
York City and vicinity; to conduct a credit bureau for 
the members of the associaton ; combating legislation inim- 
ical to the best interests of the members and the jewelry 
industry ; to create and foster a spirit of fraternity among 


the members, and to cooperate with other jewelry trade The Jeweler will always find a demand for these 
organizations. 





attractively cut candlesticks, one in the Rock 


The organization meeting was held on Monday, June ; 
22, at the Broadway Central Hotel. Robert Quayle, of Crystal Waterford Glass and the other in Man- 
Conover & Quayle, was elected president; John A. Pol- heim Blue or Jade Green with Gold decoration. 


tock, of John A. Poltock & Co., Inc., vice-president ; 
Henry Diamond, treasurer; Isidor Draisen, of Esner & 
Friedman, secretary. 

Harry Kosover, of Kosover & Radin, is chairman of 
the board of directors. In addition to the president, vice- 


Send for our latest catalog. 


Manufactured, Imported and Stocked 
Exclusively by 


president and treasurer, the other directors are: Samuel 

Lieberman of Lieberman Bros.; Benjamin Pesselnik, of sis a PAVEL & co. wiiieetes 

Pesselnik & Cohen, and Jos. Piltz. David H. Green- Bor Haida 15 W. 37th St. [ Wissensia 
Czechoslovakia New York, N. Y. - = 7-8791 


berg of Greenberg & Selzer is counsel. 
The association will have an executive secretary whose Representatives: 
duties will be to aid in bringing to a successful issue the 5. W. Bakstes, Merchandice Wart, Citenge, BM. 
a W. F. R. Turner, 437 S. Kenmore Ave., Los Angeles, Cal. 
purposes for which it has been formed. 














Resale Price Legislation A New York BANK for JEWELERS 
(From page 81) 
bility for merchandise risks, would not only seem incon- Tue Market and Fulton Office of the Irving 


sistent, but would be erroneously assuming this to be a 
simple method of disposing of the problem says the report. 

The limited number of manufacturers interviewed in- 
clined generally toward a single maintained price for re- 
tailers. Opinion varied as to whether the retail price 
should be that at which all dealers should sell or should 
be the minimum below which no dealer should sell. A Because its officers keep in constant touch 
number believed that, regardless of desirability of main- 
taining different price levels to cover varying expenses 
and services of retail dealers, the difficulties of classifying 
the dealers and policing multiple price levels, as well as 
the tendency for a single price to prevail in any given 
market, would make the maintenance of multiple prices , . : : 
difficult or even impracticable. quirements of the jewelry trade, this Office is un- 

The story of competition between well-known trade- 
marked goods and less well-known products plays a large | usually well equipped to serve as “a New York 
part in the report. 


Trust Company has been associated with che. 


jewelry trade for more than half a century. 


with changing business conditions and because 


they are thoroughly versed in the banking re- 


b ”? 
COMMISSIONER HUMPHREY MAKES STATEMENT bank for jewelers. 


Commissioner William E. Humphrey appended to the | 
report the following statement: 

“I doubt the advisability of voluntarily sending a re- MARKET AND FULTON OFFICE 
= of this character to Congress. I affirmatively refrain 
rom any expression, favorable or unfavorable, as to any 
opinion, inference, conclusion or recommendation which I RVING TRu ST C OMPANY 
the report may carry. 

“I concur in its transmittal only so far as the same may 
be helpful as a report upon facts.” | 








150 WILLIAM STREET 


Corner of Fulton 
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NEWARK 


QUALITY JEWELRY 












Jewelers’ Settings and Solders 


Refiners and Smelters 


BAKER & CO., INC. 


Murray and Austin Sts. 





Wefferling, Berry, Wallraff Co., Inc. 


Makers of 


Fine Emblematic Jewelry 
Eight Rose Street 











BARRASSO & BLASI 


THE HOUSE OF CAMEOS 
10 and 14K Cameo Jewelry 
CAMEO BROOCHES 
Sunray Crystal Pendants, Brooches, 
Rings, Earrings and_ Bracelets 
Diamond Mountings Ladies Stone Rings 
at the right price 
Sold through Wholesalers only 


81-33 Governor Street Newark, New Jersey 





Sterling Fireless Silver 


Reduces polishing to a minimum and obtains 
lasting brilliance. 


JOHN J. JACKSON & CO. 


All Sterling and Fine Silvers Rolling for the Trade 





HENDY RUFEISEN-INe 
MANUFACTURERS OF 
RINGS OF/AAQUALITY 


Factory and Main Office—126-128 South Street 
Chicago Office, 81 N. State St. 


Send for Samples 


TAGS 3 


TOOLLESS 
ARCH CROWN MFG. CO. 


ALL COLORS 
81 Warren St. Newark, N. J. 
Originaters and Patentees 





SCHUMAN & DONCHI, Inc. 


Creators and Designers 
of Distinctive Ring Findings 
81 WARREN STREET 


GOLD and PLATINUM SOLDERS 


“CLINTON ALLOYS” 
FOR WHITE, GREEN, YELLOW GOLD 
REFINERS OF PRECIOUS METALS 


Clinton Refining Co., Inc. 
91-93 East Kinney St. 





RINGS—A Specialty with 


LOUIS BLEIBERG 


336 Mulberry St. 


NEWARK’S HOUSE 
COMPLETE STONE SERVICE 
DIRECT IMPORTERS 
EXPERT LAPIDARY WORK 


Phone MKT 2-5677 
WM. WACKENHUTH & SON 
355 MULBERRY ST. NEWARK, N. J. 





Necklace Clasps and Novelty Jewelry 
Rondelles, Barrel-clasps, Costume Jewelry Findinge 


MODERN NOVELTY CO., INC. 
126 South St. Newark, N. J. 


LUDWIG ZIMMER 


Assayer and Refiner of Precious Metals, 
Solders and Alloys 


88-90 Kinney Street 








G. B. W., INC. 


10, 14 and 18K Rings—Jobbers Only 
391 Mulberry Street Tel. Market 8320 


New York Office, 93 Nassau St. 








sTERNSE?T 


Rings and Pendants to Match 
Stern Mfg. Co., 407 Mulberry St. 
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WRIST WATCH STRAP) 


Made of beautifully tanned calf- 
hide hand-boarded—ostrich—al- 
tigator—lizard and_= snake 
(grain). Long wearing. Exceed- 
ingly popular. Rich, attractive 
Plated buckle that can’t 


colors. 
tarnish, 


A One Piece End 
That Can’t Split 


The end of the strap is made 
in one piece that absolutely can- 
not split or fray. The absence 
of all stitching makes the Chica- 
goan the 
watch strap put on the market 
in years. 


Illinois 
watches. 


covered by Patent No. 1799868. 















A. SAUER & CO.| 


and other famous 


USTITCHLESS 
SPLIT- 
PROOF 


WATCH 
STRAP 


$450 nal 































most unique wrist 
Now being used by 


Split Proof Straps are 


LOW PRICE 


THE JEWELERS’ 


This new, improved 
watch strap — the 
Chicagoan—for only 
$7.50 per dozen with 
buckles. Write di- 
rect to the manufac- 
turer, or to your 
local jobber. This 
strap is protected by 
the patent ap- 
Plied for. 
Prices the same 
from all job- 
bers, as we 
maintain a 
standard price. 


Madc 
Without 
a Stitch 


No matter how 
long the Ohicagoan 
is worn, the end 
will never split or 
rip. Amasing new 
manufacturing 
method eliminates 
the necessity of 
stitching. 


Guarantséd 


The Chicagoan is guar- 
apteed to wear and re- 
tain its beautiful new 
appearance for ONE 
FULL YEAR. The end 
of every strap is abso- 
lutely guaranteed 
against splitting. The 
Chicagoan must satisfy. 


| CINCINNATI, O. 








tion. 


SELLING OUT 
FINE MOSS AGATE 


Sold at retail, cut and mounted in rings, brooches, scarf 
pins, etc., 1OK Montana Agate. Send for CATALOGUE 
with 20% DISCOUNT. 


JEWELRY and LOOSE GEMS, many sorts, at same 
DISCOUNT. $6,000 worth of smallest to largest. 


GENUINE ELK TEETH at wholesale to Jewelers, at 
10% DISCOUNT on the wholesale price. Sent on selec- 


L. W. STILWELL 
DEADWOOD, SOUTH DAKOTA 








AGS 


Non-Tarnishing Flannel 


and ROLLS 


Samples and price list gladly sent. 


EUREKA MFG. CO., 


TAUNTON, MASS 


INC. 
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He didn't 
count sheep 
jumping a 
fence 


O SIR! The guest we have 

in mind had his own cure 
for insomnia! He asked us to 
furnish a thermos bottle full 
of hot milk, so that he could 
have it by his bed, in case he 
woke up at night, take a drink 
...and then get to sleep again! 
Thermos bottles and hot milk 
aren't part of the standard 
equipment of United Hotels... 
but we do have large, airy 
high-ceiling rooms, with a 
feeling of pleasant freedom... 
and the beds... well, if you've 
ever slept in one of our hotels 
you know how good they are! 
So there's very rarely occasion 
for insomnia at any of the 25 
United Hotels listed below. 


Extra service at these 25 


UNITED HOTELS 


NEW YORK CiTy’s only United ... .The Roosevelt 


PHILADELPHIA, PA....... The Benjamin Franklin 
SRATTE, WANG 6 oo ieccccscevecs The Olympic 
WA, BAIR occ ncewaaeda The Bancroft 
WIE ES ooo acs dinsases The Robert Treat 
PATERSON, N. J...+.--+ The Alexander Hamilton 
pe RR ere re The Stacy-Trent 
WAAR, OR hice cccasivas The Penn-Harris 
MINTS, ok ic ctucedaciaceas The Ten Eyck 
SUITE ok océcedcscces The Onondaga 
a ren The Seneca 
WEAGARA BARES. WWs 65 oc ccscccccs The Niagara 
Waa cuneccacenacsvenouee The Lawrence 
ME Cs ics cacccuceeucaaan The Portage 
WR HI as oo 0 660 kh 6 snddacuane The Durant 
WAMEIG GENES OIN bck cc ccicewsees The President 
WON IIE goon cnccecaced El Conquistador 
SAN FRANCISCO, CAL. .......... The St. Francis 
SHREVEPORT, LA. .....- The Washington-Youree 
PET CHET EA. 65 5 0 ok cacces The Roosevelt 
BBW CREMANE BA..« ccccccccceces The Bienville 
TORONTO, ONTs <<. ccccccece The King Edward 
NIAGARA FALLS, ONT. .........000- The Clifton 
WINDGOR, ONTs 000 s00cece- The Prince Edward 


KINGSTON, JAMAICA, B. W.1.. The Constant Spring 
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A TRIO OF PROFITABLE NEW ELGINS 


At Reduced Cost with Higher Markup 





$25.00 
List $22.00 


No. 444—CONSUMER $29.75—LIST $26.40 


HERE ARE FIFTEEN NEW MODELS WITH INCREASED MARK-UP—SEND US YOUR ORDERS FOR 
PROMPT SHIPMENT 


LOUIS SICKLES 








1015 CHESTNUT STREET 





DISTRIBUTOR OF ELGIN, WALTHAM, HAMILTON AND ILLINOIS WATCHES 


PHILADELPHIA 











Ask Your 
DENTIST 


Dentists in every state in the union 
use our Dental Golds and send their 
ptecious metal scrap to us for refin- 
ing. We are indeed proud of the 
confidence placed in us by the dental 
‘profession and those jewelers who 
have entrusted their scrap to Spyco. 


Gather up your old jewelery, filings, 
and sweepings today and send them 
in. Our check, representing full val- 
ue, will be mailed to you promptly. 


Send your old gold to 


SPYCO 


SMELTING & REFINING CO. 


5§ SO. THIRD ST., MINNEAPOLIS, MINN, 








IN THE 
GRAND CENTRAL 
SECTION 


Near to everything in New York... railroad ter- 


minals, Times Square, Fifth Avenue shops, etc. As 
homelike as though you had planned it yourself. 
Radio in every room. 


$23.00 300 


PER DAY 
AND UP 


Single rooms $3 to $5 per day 
Double rooms $4 to $6 per day 














~ [MONTCLAIR 


49th to 50th Sts.,on Lexington Ave. 
NEW YORK CITY 


S. Gregory Taylor, President 
— | Oscar W. Richards, Manager 























« 





Silversmiths and Retailers Dis- 
cuss Trade Problems at 
Providence 


ProvipENcE, R. I., July 8—A most im- 
portant though informal conference be- 
tween representatives of the leading sil- 
versmiths and the retail jewelers was 
held Wednesday at the Squantum Club 
here, and not only proved exceedingly in- 
teresting but will probably be a distinct 
contribution to closer manufacturer-deal- 
er relationships in the future. 

While no formal action was taken, the 
interchange of views between the promi- 
nent retailers assembled and the commit- 
tee of the Silversmiths Guild tended to 
clear the atmosphere in regard to the 
differences between manufacturers and 
dealers on several points, and may re- 
sult in changes that will be mutually ben- 
eficial. 

The conference was the result of the 
suggestion made by Secretary Evans of 
the A. N. R. J. A., sometime ago, that 
meetings between the committees of re- 
tailers and manufacturers on silverware 
problems be resumed, and as a result this 
one was called. Headed by Secretary 
Evans, the committee of retailers of the 
National Association who came to Provi- 
dence included: Messrs. Dyson, New 
Britain; Kirby, New Haven; Thurber of 
Tilden & Thurber Corp., Providence; 
Bird of Stowells, Boston; Fulsom of Bige- 
low, Kennard & Co., Boston; Davidson 
of Thomas Long Co., Boston; Streeter 
of Mount Vernon and Scheer of Roches- 
ter. The Sterling Silversmiths Guild 
was represented by Mr. Mayo of Gorham, 
Mr. Kinsman of Towle, Mr. Lunt of 
Rogers, Lunt & Bowlen Co., and Alexan- 
der Vincent, secretary of the Guild. 


Prior to the conference the retailers 
held a meeting at noon at the Providence- 
Biltmore Hotel, and at about 3 o’clock 
automobiles supplied by the Gorham Co. 
took them all to the Squantum Club, 
where the discussions took place. Emil 
Scheer was asked to preside at the meet- 
ing, but the proceedings were distinctly 
informal, without any set program, and 
the different views of manufacturers and 
retailers were expressed on many sub- 
jects. The three major subjects which 
members of the Jewelry Research group 
had urged be brought up before the con- 
ference were: (1) The matter of in- 
creased markup, (2) the protection from 
the manufacturer against unfair forms 
of distribution, and (3) the curtailing of 
new patterns. All these subjects were dis- 
cussed from the manufacturers’ and re- 
tailers’ viewpoints, and the information 
brought out proved as enlightening to 
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those who attended as the dinner at the 
club proved enjoyable. 


Death of David Kaiser 


In the death of David Kaiser, well- 
known retired manufacturing jeweler, the 
industry loses not only one of its veterans 
but a man widely known and respected 
in every section of the country. Mr. Kais- 
er passed away at his home, 171 W. 79th 
St., New York, early in the morning of 
July 5 after a long illness. The funeral 
services which were held at Congrega- 
tion Emanu-El, 65th St. and Fifth Ave., 
New York, July 8, were largely attended 
by leading members of the jewelry trade 
of the East. 


Mr. Kaiser was born in New York 
City, March 17, 1853, and his first con- 
tact with the jewelry trade came as a 
schoolboy when he used to visit the shop 
of his uncle, Anthony Wallach, one of 
the pioneer chain manufacturers of the 
metropolis. He left the City College when 
about 14 years old to enter the employ of 
Louis Strasburger, one of the first promi- 
nent diamond and watch importers of the 
city. 

With this house he remained, travel- 
ing throughout the country for over 20 
years, and then became a member of the 
firm of Lewis, Kaiser & Luthy, manu- 
facturers and diamond dealers. When 
the firm dissolved in 1897, Mr. Kaiser 
continued the mounting business under 
his own name until 1920, when he be- 
came vice-president of the Powers & 
Mayer Mfg. Co., retiring about 1925. 


After a few months of inactivity he 
joined Maurice Tishmann in 1926, with 
whom he was connected until illness due 
to a series of accidents caused his retire- 
ment about the end of 1928. 


Throughout his whole career, Mr. 
Kaiser took a very active part in all that 
pertained to the jewelry business. He 
helped to organize many of the associa- 
tions in it, and among others was a char- 
ter member and former president and di- 
rector of the Jewelers 24 Karat Club; a 
former director of the National Jewelers 
Board of Trade, of the Jewelers Safety 
Fund Society and of the old New York 
Manufacturing Jewelers Association, 
which later merged in the Jewelry Crafts 
Association. He was also one of the or- 
ganizers of the Maiden Lane Historical 
Society and took a prominent part in 
nearly every movement of the jewelry 
trade of the east for nearly half a cen- 
tury. 

Mr. Kaiser was a fluent talker and had 
spoken to jewelry organizations through- 
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out the land. He had a ready wit, a 
fund of anecdotes and a charm of man- 
ner that made friends for him wherever 
he went. He was a man of strong and 
forceful characteristics which were only 
exceeded by his indomitable courage 
which was so manifest in the way he 
bore the afflictions due to a series of ac- 
cidents and illnesses in later life. 


Mr. Kaiser was married Jan. 4, 1887, 
to Miss Sara Metzger, who passed away 
Oct. 11, 1923. Of the union there are two 
children, a son, Emanuel M. Kaiser, and 
a daughter, Florence E. Siegbert. In ad- 
dition to his children, Mr. Kaiser is sur- 
vived by two grandchildren and two 
great grandchildren. 


Diamond Importer Wins |Im- 
portant Suit Against | 


Insurance Company } 


A novel question involving a loss on 
diamonds covered by insurance came be- 
fore the New York Supreme Court re- 
cently, in which Abraham Wolfson, dia- 
mond importer of 22 W. 48th St., sued 
the St. Paul Fire & Marine Insurance Co. 
for $23,410 as a loss on 22 packages of 
diamonds while in transit, on the ground 
that they were covered by a policy is- 
sued by the defendant. This was a float- 
ing policy covering loss of merchandise 
shipped by first class mail and undeliy- 
ered to the extent of $100,000, but not ex- 
ceeding $30,000 on any loss. 


The testimony was intricate and cov- 
ered a number of points as to the dif- 
ferent ways goods had been inventoried 
and how they had been reassorted. The 
goods lost had been packed in a box, sent 
on memorandum by registered mail to 
Mr. Lewitan, 49 E. Madison St., Chicago, 
had been delivered by the Post Office to 
the carrier and evidently had been stolen 
from the carrier’s pouch before they were 
delivered. 


The insurance company set up a num- 
ber of defenses, charging misrepre- 
sentation as to the amount of merchan- 
dise on hand as shown in the inventory 
and also in regard to the proof of loss, 
claiming that the value of the different 
parcels into which plaintiff's stock of 
diamonds were assorted was not in con- 
formity with the invoice price plus duty; 
that an accurate inventory was not kept 
and that there was no record of each par- 
ticular stone, and for that reason the 
policy was not complied with. 

On behalf of the jewelers, the attor- 
ney contended that in the parcels the 
price per carat was averaged, but in 
reassorting the goods, a higher value 
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ESTABLISHED 1888 


Grafner Bros. 


Wholesale Jewelers 


DIAMONDS 


Assortment and Values 


818 Liberty Ave. (2nd Floor) 


PITTSBURGH, PA. 
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WANTED 
Jobbers and Material Houses 


To handle our line of Leather Wrist Watch Straps. 

New attractive prices. Special packing. 

Watch Straps Made in Genuine Leathers, Assorted Colors 
and Grains. 


Cowhide [ha 
Morocco 4 
Suede 
Ostrich 





Write for samples and prices 


Apex Leather Goods & Novelty Co., Inc. 


72 N. 4th St. Philadelphia, Pa. 

























NOW SHOWING— 
FOR THE FALL SEASON 


DU PONTS 


NEW LINE OF TOILETW ARE 
IN LUCITE AND PYRALIN 





NEW PATTERNS 
NEW BOXES 
NEW PRICES 


SEND FOR CATALOG 





LARGEST DISTRIBUTORS IN TRI-STATE 
DISTRICT 


The Samuel Weinhaus Co. 


720-722 PENN AVE. 
PITTSBURGH, 





PENNA. 








Jos. B. Bechtel & Co., Inc. 
729 SANSOM ST., PHILADELPHIA 
Wholesale Distributors 
of 
Du Pont-Viscoloid Company’s 
Boudoir Accessories 





No. 91610 Madelon Per Set $26.60 


These sets come in Pearl, Rose, Maize and Jade, 
prices less Jewelers’ Circular Discount. 


We are taking Orders now for Later Delivery— 
Send yours. 
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was placed on the better diamonds and 
a lower valuation on the inferior stones. 

In charging the jury, Justice Shientag 
left them to determine all the facts of 
the case, whether the plaintiff was 
guilty of misrepresentation at the time 
the policy was issued or whether it failed 
to keep proper inventories and whether 
it was guilty of a fraudulent valuation 
of the goods lost by merely estimating 
the value. 

The jury was out only 10 minutes and 
returned a verdict of $28,233, which was 
the full amount claimed plus interest. 


Celebrates Golden Anniversary 


ProvweENce, R. I., July 6.—Vennerbeck 
& Clase Co. was 50 years old on July 1. 

Established in 1881 as Vennerbeck & 
Clase by Thomas R. Vennerbeck and 
Charles J. Clase, with Peter Vennerbeck, 
father of Thomas, as a silent partner, the 
company commenced operations at 107 
Friendship St. 


Holmes & Edwards Division to 
Be Transferred to Meriden 


MERIDEN, CONN., July 3.—The Inter- 
national Silver Co. states that as 
soon as practicable the manufacturing 
and selling activities of the Holmes & 
Edwards Division, Factory “C,”~ at 
Bridgeport, will be transferred to the 
headquarters of the company at Meriden. 

The manufacture and the supervision 
of the Holmes & Edwards Inlaid and the 
Stratford Silver Plate Sectional lines will 
continue under the same management as 
in the past. 


Death of Charles W. Koehler 


Charles W. Koehler, for the past five 
years traveling representative for How- 
ard S. Kennedy, Inc., diamond importer 
at 170 Broadway, New York, died sud- 
denly, July 6, at his home in Bellerose, 
L. I., as the result of a heart attack. He 
was 47 years old. 

He was born in Brooklyn, N. Y., and 
entered the employ of Cross & Beguelin at 
the age of 17, with whom he remained 
for 25 years. In 1926 he became con- 
nected with Howard S. Kennedy, Inc., as 
a diamond salesman. 

Surviving are the widow, a son, Albert 
C. Koehler, and a daughter, Miss Elsie. 


Adolphe Schwob, Prominent 
New York Watch Importer, 
Dies at 81 


Adolphe Schwob, dean of the Swiss 
watch importers and president and 
founder of Adolphe Schwob, Inc., 22 W. 
48th St., New York, died in his sleep 
June 23 at the home of his son, Louis 
Schwob, 120 Reed Ave., Pelham Manor, 
N. Y., at the age of 81 years. He had 
suffered a stroke several weeks ago. 

Coming of a family of watch manu- 
facturers, Mr. Schwob was born in Ha- 
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genheim, France, in 1850. He came to 
this country at the age of 20 and four 
years later he established his own firm 
in the importing business at 11 Maiden 
Lane. After several locations in the 
downtown district, Mr. Schwob moved the 
firm to 48 W. 48th St., in 1928, where it 
remained until recently. The concern is 
now the American representative for 
Schwob Freres & Co., of Chaux-de-Fonds, 
Switzerland. 

Mr. Schwob belonged to the National 
Jewelers’ Board of Trade, the 24 Karat 
Club of New York, and was a charter 
member of the New York Riding Club. 
His firm is a member of the American 
Watch Importers’ Association, of which 
his son, Henri, is president. 

Mr. Schwob’s wife died six years ago. 
He is survived by four sons, Jules, Henri 
and George of New York, and Louis of 
Pelham Manor, and by a brother, Moise 
Schwob, of Montreal. 

Funeral services were held June 25 
from the Harvey Funeral Home, 107 
North Broadway, Yonkers, with burial 
in Mount Hope Cemetery. 


Jewelry in Pent House Fashion 
Show Stirs New York Audience 


Attractive was the presentation of 
New York’s first pent house fashions at 
a notable gathering of society on the 
roof of the Mayflower Hotel in New York 
on Wednesday, June 24. 

An enthusiastic and applauding audi- 
ence welcomed the models as each ap- 
peared presenting the latest in pent house 
fashions in pajama costumes and jewels. 
It was given in cooperation with the 
hotel management, the costumes by Nelly 
Don and jewels by the courtesy of the 
National Jewelers’ Publicity Association. 

There were many stylists and fashion 
writers present who enthusiastically pre- 
dicted that the pajama had come to stay 
and would be more and more fashionable 
for lounging, the beach and the lake. 

For the pent house luncheon one model 
wore black crepe trousers and plaid 
jacket augmented with carved carnelian 
necklace, earrings and _ bracelets’ to 
match. Another model appeared wear- 
ing flowered crepe pajama costume com- 
plemented with a necklace of Roman 
gold beads and bracelet, the perfect ac- 
cessories for the morning activities. Plaid 
crepe pajama costume was shown on the 
next model featured for formal occa- 
sion, supplemented with a necklace of 
heavy carved lapis, rings and bracelets 
matching, and finished off with a wrist 
watch. The new Roman gold necklace 
with carved jade center and the Roman 
gold rope bracelet was the feature of the 
next model dressed in black crepe pa- 
jamas for the pent house and the beach. 

Afternoon pajama costumes are in- 
creasingly the vogue for pent house par- 
ties. In harmony with flowered crepe 
is the carved coral necklace, bracelets, 
rings and matching earrings. White kid 
sandals blend into the pent house at- 
mosphere. 

Unusual interest is given to the pent 
house fashions in the filming of the 
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models by Fox Movietone News, which 
will be released to several thousand Fox 
theaters throughout the United States 
starting Monday, July 13. 


“Rolled Gold Plate” Watch 
Cases Must Be Up to “Filled” 
Standard 


WasuincTon, D. C., July 8—The Fed- 
eral Trade Commission has ordered Diel 
Watch Case Co., Inc., New York, to dis- 
continue selling watch cases which- are 
stamped with the phrase “Rolled Gold 
Plate” or words of like import, and from 
using that phrase in advertising watch 
cases unless the cases contain not less 
than three one-thousandths of an inch in 
thickness of gold on the outside thereof, 
and not less than one one-thousandth of 
an inch in thickness of gold on the inside. 

The Commission issued its complaint 
April 28, 1931, and the company refrained 
from contesting the proceeding, and con- 
sented that the commission serve upon it 
an order to cease and desist. 





Jewelry Trade Club Holds 
Second Golf Tournament 


The Jewelry Trade Club, formerly the 
Jewelers’ Luncheon Club of New York, 
held its second golf tournament for the 
year on June 17 at the Metropolis Coun- 
try Club, Westchester. Jerry Richheimer, 
chairman of the social committee, reports 
that “a good time was had by all.” 

The prize winners were as follows: 
Low net score, Charles Braunstein; sec- 
ond low net, Barnett Robinson and Ed- 
ward L. Stern (tie); guest prize, Mr. 
Ferman, and kicker’s handitap, Edward 
L. Stern. 

After the tournament was over, dinner 
was served to the members and the prizes 
were awarded. This was followed by 
bridge games. 


——_—_ 


Robbed of $8,000 in Samples 


Philip R. Kolbe, member of the firm of 
Rosenberg & Kolbe, ring manufacturers, 
37 Maiden Lane, New York, was kid- 
napped by three men in an automobile 
on July 2, early in the evening, while 
waiting for a trolley car in West New 
York, N. J., and robbed of sample jewelry 
valued at $8,000. He reported to the 
police several hours later. 





David Blatman Acquitted 


The case of the United States vs. 
David Blatman came to an end July 3 
when the jury handed up a verdict of 
“not guilty.” The charge on which Blat- 
man was tried was false swearing in 
bankruptcy before a special master. 

The trial was begun Wednesday, July 
1, before Federal Judge Anderson of Ten- 
nessee, sitting in the United States Dis- 
trict Court for the Southern District of 
New York, and was concluded at 11.15 
p.m., July 8, the jury deliberating over 
eight hours before reaching a verdict. 
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Platinum Ring Finding Co. 


9-11 Barrow Street 


PLATINUM RING FINDINGS 


MANUFACTURER EXCLUSIVELY 
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35 m/m LET US SUPPLY YOUR NEEDS 
14-K. White or IN 
a G Gold 
| sai fe DIAMOND MOUNTINGS 
Sclbro ANC EW as tomorrow . . . this DINNER RINGS 
enchanting Pendant is 
ee just the thing to liven-up your GENTS’ RINGS 
jewelry line . . . and it really sells 10% IRIDIUM OR SPECIAL PLATINUM 
on sight. Set with full cut dia- > 
mond in genuine carved crystal, ASK TO SEE 
complete with 16-inch fancy KARLAN & BLEICHER, INC. 
chain. All diamonds supplied at GOLD RING FINDINGS 
prevailing market prices. 
LARGEST AND MOST 
SELTZER BROS pause une 
‘ ON THE MARKET 
Manufacturing Jewelers and Importers 
80 Nassau Street, New York, N. Y. \ va 
Discriminating 
Women 


Prefer 


WATCHES with 
individuality and 
smartness in their beauty 
of design. Women are searching 
for and are always captivated by the 
enthusiastic loveliness of the Platinum, 
Diawond Baguette Watches. 


May we show our complete line together with some 
startlingly beautiful 


BRACELETS, BROOCHES and RINGS 
Quotations promptly given. 


REINER & BERKOW, INC. 
44 West 48th St. New York 


Telephone: Bryant 9-9259 




















at 4Q* and Lexington NEW YORK 


Has all the comforts 
of a private club. 
The most enjoyable 
hotel atmosphere 
in New York. 
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ey // Home of the famous swimming pool - 
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Wisconsin Auction Law 


Mapison, Wis., July 7.—The Mehigan 
bill, designed to curb fake jewelry auc- 
tion sales in Wisconsin, has been given 
final approval by the state senate and 
signed by Governor La Follette. 

The measure prohibits the holding of 
jewelry store auction sales after six 
o’clock in the evening until eight o’clock 
the following morning. Fake bidding by 
accomplices of the auctioneer or em- 
ployees of the store is forbidden, and no 
jewelry auction sale is allowed to con- 
tinue for a continuous period of more 
than 30 days in one year. 

Violators of the bill’s provision _are 
liable to a fine of $25 for each offense. 
Farm auctions and auction sales by state 
or federal courts or for the collection of 
taxes are exempted from the proposed re- 
strictions. 


Credit Jewelers Membership 
Drive 


The 1931 membership drive of the Na- 
tional Association of Credit Jewelers 
started off well, having produced 46 new 
members to date, according to an an- 
nouncement from the office of J. Frank 
Newman, Executive Secretary of the as- 
sociation. 

During the next 90 days every effort 
will be expended to bring this drive to 
a successful conclusion and attain the set 
goal of 125 new members. 

The association is taking an exceed- 
ingly active interest in the welfare of its 
members, and during the past two months 
has materially aided the members in sev- 
eral states in their fight against adverse 
legislation. 

Reports received at the executive office 
indicate that the credit jewelers are hold- 
ing their own throughout the country 
during the present business depression. 


Gorham Co.’s Annual Confer- 
ence at Providence 


ProvipENCE, R. I., July 3.—Of all the 
great sales conferences and conventions 
that have been held by the Gorham Co. 
of recent years, that which started Mon- 
day, June 29, and concluded with a ban- 
quet and entertainment Wednesday eve- 
ning, July 1, is considered, both by the 
company and those who attended, the 
most successful, enthusiastic and enjoy- 
able. From first to last, the interest of 
those who attended was kept at high 
pitch, the discussions were keen and in- 
formative and the complete program was 
alive with pep and interest. 

The sessions began early Monday 
morning with a salesmen’s special meet- 
ing at which specific topics for discussion 
were arranged for. President E. C. Mayo 
opened the Conference and Vice-President 
H. B. O’Brien presided during the three 
days’ meeting. The 1932 patterns dis- 
cussed were the “Shamrock V,” made in 
sterling flat and hollowware, and the 
“Empress” in the hollowware. 

After the salesmen’s meeting there was 
a luncheon at the Gorham Casino, and 
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at the convention session the speakers 
included H. H. Moulton, sales manager; 
W. J. Nagle, Jr., A. A. Wainwright, 
credit manager; R. R. Newell, and oth- 
ers. The session ended with the banquet 
at the Gorham Casino. 

Tuesday’s session was distinguished by 
the fact that there were three interest- 
ing speakers from the J. Walter Thomp- 
son Co., Messrs. William Day, vice- 
president; E. R. Fuller and Mr. Whit- 
ney, whose remarks contained many 
timely merchandise talks and sugges- 
tions, while the address of Paul Donelan, 
the Gorham Co.’s advertising manager, 
described a number of popular promo- 
tional helps and methods for exploiting 
the new pattern. 

Wednesday morning was devoted to a 
trip through the Gorham factory, and a 
brief conference, and after luncheon at 
the Casino, cars took the visitors to the 
Rhode Island Country Club, where a hoi- 
ly contested golf match ended with a tie 
for the prize, a sterling and enamel cig- 
arette case, which finally came to “Win” 
Nagle, the money prizes going to “Dee” 
Lockwood, “Bill” Carey and Paul Done- 
lan. 

The affair closed, after the golf tourna- 
ment, with a banquet at the country club, 
which was thoroughly enjoyed by all. 


New York Jeweler Foils 
Hold-up Men 


A turn of the wrist and a pretended 
faint saved Albert Marder, manufactur- 
ing jewcler at 106 Fulton St., $20,000 in 
jewelry on the morning of June 18 when 
four hold-up men ordered him to unlock 
his safe. 

It was 9.30 a. m. when two bandits, 
followed immediately by two others, en- 
tered Mr. Marder’s office and with 
pointed guns ordered him to open the 
safe. He fell to the floor behind the 
counter, simulating unconsciousness, and 
as he fell brushed his wrist against the 
dial of the safe, locking it. The door 
had been closed but not locked. 

The bandits bound the jeweler and his 
two employees, who were in the back, 
gagging them with adhesive tape. They 
‘gathered up watches, diamonds and 
money totaling about $700 and fled. 


Edward Vail, Pioneer Jeweler 
Dead 


WicuiTa, KAN., July 1—Edward Vail, 
Jr., prominent jeweler of this city, died 
recently at his- home, 1018 N. Market St., 
after a long illness. He was 78 years 
old. He retired from active association 
with the jewelry business in 1924. 

Mr. Vail was born in La Porte, Ind., 
in 1853, the son of a leading jeweler of 
that city. He was educated at Annapolis 
but his career as a seaman was inter- 
rupted by his father’s illness, forcing him 
to return to La Porte to conduct the busi- 
ness. He came to Wichita in 1884, fol- 
lowing the death of his father, and 
started the business which was to become 
an outstanding jewelry establishment of 
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Wichita. After his retirement from busi- 
ness the concern was- succeeded by the 
Levitt Jewelry Co. 

Surviving are the widow, two daugh- 
ters and two grandsons. 





Diamond Salesman Robbed of 
$6,000 in Gems 


BuFFALo, July 1—Max H. Levin, dia- 
mond salesman for A. Sirvint & Co., 
wholesale jewelers at 68 Nassau St., New 
York, was held up and robbed of $6,000 
worth of loose diamonds on the morning 
of June 26 while walking to call on a 
prospective customer. 

Mr. Levin was passing the Gayety 
Theater on Pearl St. when a coupe drew 
up to the curb near him. Two men 
jumped out; one pressed a_ revolver 
against his heart while the other reached 
in the salesman’s pocket for the wallet 
containing the stones. The robbers fled in 
the car which had been waiting with an 
accomplice at the wheel. The loss was 
covered by insurance. 


Race Track “Jeweler” 
Convicted as Fence 


Robert C. Nelson, of Brooklyn, N. Y., 
55-year-old race track habitué, was con- 
victed in General Sessions on June 30 of 
criminally receiving two diamond brace- 
lets, valued at $3,000, which were stolen 
from the home of Mrs. Verne Pearson, at 
Margate, N. J., in January, 1930. Judge 
Collins remanded Nelson to the Tombs 
without bail for sentence on Aug. 4. 

This conviction marks the final episode 
of the drama which began so spectacu- 
larly in May, 1930, when Acting Captain 
Oliver of the New York police force 
broke in on four men and a woman in 
the Hotel Commodore, interrupting the 
transfer of $250,000 worth of stolen 
jewelry. Although these persons were 
later cleared of the charges of receiving 
and transporting stolen goods, their ar- 
rest led to the apprehension of Nelson 
and the recovery of stolen jewelry to the 
amount of half a million dollars which 
he had distributed among various safe 
deposit boxes in New York city banks. 
A considerable amount of this jewelry 
was identified by jewelers and others. 


Noted Jail-Breaker Wins Parole 


ALBANY, July 11.—Reynolds Forsbrey, 
widely known for his escapes from 
prison, who was convicted in New York 
city for the murder of Morris Schwartz- 
kopf, Delancy Street jeweler, in 1912, was 
pardoned, subject to parole, today by 
Governor Roosevelt. He had been sen- 
tenced to nine years for assault and from 
20 years to life on the murder charge. 

The commutation was granted upon 
the recommendation of the parole Board 
for Executive clemency. Forsbrey has 
served 19 years. 


Bliss Bros. Co., Attleboro, Mass., will be 
closed for annual vacation from July 18 to 
Aug. 3. 
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16x12 Onyx—No. 1900 
Made with two or three in- 
itials—$11.00 Net. With 5 
point diamond—$5.00 extra. 


14x12 Onyx—No. 1228 
Made in two or three initials 
with plate for diamond— 
$9.00. With 5 point dia- 
mond—$14.00 Net. 


We are the originators of these modernistic rings. 


Modernistic Onyx Initial Rings 


24 Hour Service 


The above rings can be had in 14K Green, 
Yellow or White Gold. They are set in black 


onyx upon which the initials are securely set. 


Look for our advertisement in next month’s 
issue of The Jewelers’ Circular. 


Our new fall line of onyx initial rings has 
recently been completed. 


RABINOWITZ & KATCHER 


Manufacturing Jewelers 


49 Maiden Lane, New York City 


JOhn 4-5052 

















RINGS 
CHARMS 


BUTTONS 
PINS 





MANUFACTURED BY 


SINNOCK & SHERRILL 
15 Maiden Lane, New York 


PRINCESS INITIAL RINGS 

















THE WASHBURN 
MAGIC NUT 


Security 
Automatics for Ear Studs, Scarf Pins, 
etc. 
aa) Platinum—18k White 
pa 18k — 14k — 10k 


14k R. P. — Sterling 
= PEARL DRILLING, STRINGING 
and Adjusting a Specialty 
Repairing and Special Order Work 
Send for Descriptive Circular 


Safety Catc 
for Brooches, 


wtit, et; C, IRVING WASHBURN 
sie, °™*'' 108 FULTON ST., NEW YORK 























SILO’S 


45th St. and Vanderbilt Ave. 
NEW YORK CITY 


er ESTABLISHED 1879 


Will Sell At Unrestricted Public Auction 


DIAMOND JEWELRY, 
SILVER and OTHER ARTICLES 
Thursday and Friday 


AUG. 20 & 21 AT 9:30 A. M. 
BY ORDER OF THE 


PROVIDENT LOAN SOCIETY of NEW YORK 
On View Aug. 17 at 1 P. M. and Until Date of Sale 


a 


Catalogue on request 
JAMES P. SILO, Auctioneer, 40 E. 45th St., N.Y¥.C. 
































SCHMIDT ©. 


TT Special Order Work. 
Cutting—lIncrusting. 
@ Mail Your Jobs 


N Importers of Precious and Imitation 
Stones 


E 22 W. 48th St. 
&, New York City 





WE PAY CASH FOR YOUR 
ENTIRE STOCK and FIXTURES 


HO) 0] foun C10) -1310)\\ mr. O10) 


27 SCHOOL STREET 
BOSTON, MASS. 












49th St.—just East of Broadway, New York 


Every Room with Private Bath, Shower, Circulating 
Ice Water AND RADIO 


Single from $2 .50 Double from $3.50 





| H.G. YURDIN, Managing Director FREE GARAGE 


August, 1931 























S. Cosenza, retail jeweler, announces 
that he is now located in his new store 
at 803 Allerton Ave., Bronx. 

Announcement has been made that 
Louis Rosenthal, Brooklyn jeweler, is now 
located in new quarters at 1122 Eastern 
Parkway. 

H. Davidoff, retail jeweler at 1744 
Madison Ave., has leased a new store at 
7 E. 170th St., The Bronx, and will take 
occupancy on Sept. 1. 

W. Lichtenfels, president of the Gemex 
Co., Newark, is now in Europe on a com- 
bined business and pleasure trip. He will 
return about the middle of August. 


William H. Taylor, of the William H. 
Taylor Co., 68 Orchard St., Newark, 
sailed on June 20 on the Berengaria for 
a five weeks’ tour of England and France. 

L. Paris, polisher and plater, formerly 
of 64 W. 48th St., is now established at 
220 W. 5th St., the Jewelry Trades build- 
ing, Los Angeles, Cal. 

The Greater New York Trading Co. 
and the Colonial Pen Co. have removed 
to larger quarters from Room 509 to 
Rooms 506-7, 1 Union Square. 

Maxwell R. Maybaum, of Maybaum 
Bros., Inc., 48 W. 48th St., sailed, July 
11, on the Volendam to visit the Euro- 
pean diamond and pearl markets. 


John W. Wirth, of Harvey Clap & Co., 
15 Maiden Lane, will leave Aug. 1 to 
cover his new territory of the Middle 
West. He succeeds Ralph M. Hoxey. 

Announcement has been made that the 
factory and offices of Morris Rikles, ring 
manufacturer, are now located in new 
quarters in Room 501, 142 Liberty St. 

Heuer Bros., formerly 24 Scott St., 
Newark, have taken over the business of 
Ziething & Co., and are now located at 
the address of that concern, 68 Orchard 
St. 

W. G. Boorn, for the past 13 years 
with John W. Block, 22 W. 48th St., has 
severed his connections with that con- 
cern and left recently on a pleasure tour 
of the Pacific Coast. 

Samuel Wein, formerly with Kalisher 
Mfg. Co., 61 Beekman St., has engaged 
in business for himself with quarters at 
106 Fulton St. and not at 160 Fulton St., 
as previously reported. 

The Diamond Club of New York, Inc., 
which was recently incorporated under 
New York State laws, has opened head- 
quarters at 80 Nassau St. The incorpora- 
tors are: H. Sigman, O. Lakowitz, S. 
Joel, S. Silverstein and Samuel Kantor. 

Isidore Adelson, formerly of Kosover 
& Radin, and Louis D. Segall of Philip 
Sloves & Co., have organized under the 
firm name of Adelson & Segall, at 97 
Canal St., where they will conduct a job- 
bing business in watch materials, tools, 
jewelry supplies, watches and jewelry. 

W. H. Alger, formerly manager of the 
New York office of the North American 
Watchcase Co., has embarked in business 
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Jewelry News of the 


for himself under the trade name of the 
Alger Trading Co., with offices at 10 W. 
47th St. The North American Watch- 
case Co. has discontinued its New York 
office. 

The Superior Chain Co., Inc., 64 Fulton 
Street, has taken over the business form- 
erly conducted by Otto Schapiro at the 
above address. Mr. Schapiro found it 
necessary to retire on account of poor 
health. The sales organization will re- 
main unchanged. 

While Joseph Siniscalco, salesman for 
M. Annunziata, wholesale jeweler, 62 
Bowery, was calling on a customer re- 
cently on W. 116th St.., someone forced 
the door of his automobile, which was 


“ 

T Starting with the Septem- 
ber issue THE JEWELERS’ 
CIRCULAR will be published 
on the 25th of the preceding 
month instead of the 15th. 

This means that retail 
jewelers from Coast to 
Coast will have the Septem- 
ber issue in their possession 
before September 1, and so 
on each month. 

Closing date for advertis- 
ing copy will be the 15th of 


the preceding month. 
SN > 














parked nearby, and took a sample case 
containing $2,000 worth of jewelry. The 
merchandise was not insured. 

F. R. Seeley has been made the man- 
ager of Maier & Berkele-Gorham, Inc., 
in Atlanta, succeeding W. A. Haygood, 
who resigned as manager but remains 
with the organization. Mr. Seeley was 
previously the manager of the Gorham 
store in Maiden Lane. The vacancy there 
has been filled by F. E. Nelson. 

B. I. Packer (The Bernard Company) 
132 Nassau St., formerly a wholesale 
jeweler, was awarded the degree of 
Master of Laws by St. John’s College 
School of Law at exercises held in the 
Elks’ Club, Brooklyn recently. He is 
now engaged in credit and collection 
matters for the jewelry industry and its 
allied lines. 

The Precious Stone Dealers Associa- 
tion recently sent out a questionnaire to 
New York stone dealers regarding clos- 
ing their places of business on Saturdays 
during June, July and August. Over 50 
firms have agreed to the plan for July 
and August and some of them also favor 
closing Saturdays during June. Isidor 
Lassner is president of the organization. 

The Ingersoll-Waterbury Co., maker 
of Ingersoll watches and clocks, Water- 
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bury clocks and electric clocks, has re- 
moved its sales, order, billing, booking 
and advertising departments to 30 Cherry 
Ave., Waterbury, Conn., from New York. 
A sales and show room will be main- 
tained as formerly at 30 Irving Place. 
The New York repair and service de- 
partments are also to be continued. 


As has been the custom for a number 
of years past many of the jewelry and 
allied firms in the Maiden Lane District 
have decided to close their places of busi- 
ness Saturdays during July and August. 
The Saturday before Labor Day will 
also be included this year. About 90 con- 
cerns are already on the list for this 
year. Others who desire to participate 
in the plan should notify H. H. Dilling- 
ham, N. H. White & Co., 21 Maiden Lane. 


Edward A. Schwartz, for the past 
seven years traveling representative for 
Bernard Rice’s Sons, Inc., 325 Fifth Ave., 
in the Middle West, died July 3 at the 
Medical Center after an operation. He 
was in his 52nd year. Funeral was at 
the Riverside Memorial Chapel with 
burial at Mt. Kisco Cemetery. He leaves 
his widow, Louise Schwartz. Mr. 
Schwartz was for many years connected 
with the jewelry, silverware and leather 
trades. 


Some Brooklyn jewelers have reported 
that they have been the victims of a 
young man claiming to be the son of an- 
other Brooklyn jeweler, who obtained 
jewelry from them on memorandum, 
pawned the merchandise after he ob- 
tained it and failed to report on the sale. 
Jewelers on whom the man may call are 
warned to investigate his character and 
satisfy themselves as to his reliability 
and integrity before entrusting any mer- 
chandise to him. 


Louis Schusterman, manufacturing 
jeweler, 71 Nassau St., and Max Nagin, 
his accomplice, were sentenced to serve a 
year and a day each in the Federal Peni- 
tentiary at Atlanta by Judge Henry B. 
Anderson on July 10, after pleading 
guilty to an indictment charging them 
with concealing assets and conspiracy to 
conceal assets. The indictment was filed 
at 1 p.m., July 10, the defendants sur- 
rendered at 2 p.m., and then made their 
plea after which they were sentenced im- 
mediately. 

A convention of New York city jewel- 
ers, with the possible inclusion of West- 
chester and New Jersey, is planned by 
the Executive Board of Retail Jewelers 
Associations of New York. This decision 
was arrived at during a meeting of a 
special convention committee which was 
held Friday, July 10, at the Hotel Astor. 
Representatives from the Metropolitan, 
Brooklyn and Bronx associations were in 
attendance at this meeting, and after 
brief discussion it was decided to hold a 
two day convention in the latter part of 
February, 1932. 
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AS LONG AS YOU LIVE 
YOU WILL REAP THE REWARD 


If You Learn 


WATCHWORK 
i JEWELRY 
and ENGRAVING | 


at 


BRADLEY POLYTECHNIC INSTITUTE, 
SCHOOL OF HOROLOGY, 
Dept. “C,”’ 


PEORIA, ILL. 
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PLATINUMSMITHS 


Special Order Work Promptly Executed 
Immediate Attention Given All Repairs 


31 No. State Street CHICAGO 




















Boyajian’s Sons Co., Inc. 
64 West 48th Street New York 
A complete line of SEED PEARL 
and HAND MADE FILIGREE 
JEWELRY. GOLD AND SIL- 
VER SETS in all semi-precious 
stones. Memorandum selection 
sent on request. 














WATCH AND CLOCK REPAIRING 
H. IZZET & CO. 


QUICK MAIL SERVICE 














154 NASSAU ST. NEW YORK 
BEekman 3-0396 
TORTOISE SHELL, IVORY AND 


PEARL REPAIRS AND _ SPECIAL 
ORDERs IN REAL AND IMITATION 


Combs and brushes for Refilis in mountings. 
New mirrors and steel fittings in To/iet Sets. 
Fans Repaired. 

Write for Estimates 


HARRY E. DAVIS, 807 Sansom St., Philadelphia 











COMPLETE STOCK OF 


AMERICAN and SWISS WATCH MATERIALS 
CRYSTALS, DIALS and FINDINGS 
SUPERIOR WATCH MATERIAL CORP. 


Branch Office: 
54 W. 47th St., 
N,v. ¢. 
MEdallion _3-8973 





- Main Office: 
78 Bowery, 
_ 


MAIL ORDERS 
PROMPTLY FILLED 








DRydock 4-4670 





HAIRSPRINGS 


Go to a specialist with your hairspring troubles. 
Just bn y balance wheel and bridge, stud and 
collet to vibrate. Flat or Breguet hairsprings, 


Swiss and American, all sizes. 


SWISS HAIRSPRING SERVICE, Inc. 
116 Nassau Street New York City 








Established 1845 


10K Solder for 14K Gold — 6K Solder for 10K Gold 


JAMES H. DEDERICK’S SONS, Inc. 


Gold and Silver Sheet and Wire 


Also Silver Solder 


44 GOLD STREET NEW YORK 


HE PROTECTION RING GUARD 
Ds The Most Perfect Ring Guard Ever Made 


- NO POINTS TO SCRATCH 
1 Doz. Ass’d on Card—14 Kt. Gold All Colors 
Pat. Feb. 20, 1917 Pat. Feb. 20, 1917 
Pat. May 25, 1920 Pat. May 25, 1920 
Method Patented Pat. No. 1712276 
May 7, 1929 





20 West 22nd St., New York Or Jobber 














GENUINE ROCK-CRYSTAL 


Carnelian and other hard stones. 
Carved figures—Intaglios—Pendants—Brooches—Necklaces. 
Catalogue free 
Exquisite—Cheapest—Promptly 


FUKAI ‘“TENNEN-SHA” 


Lapidary Works and Gem House 
93, Hayashicho, Komagome, Tokyo (Japan) 








SEND ALL YOUR WATCH REPAIRS 
TO THE 


FACTORY P. TIECHE 


Watch Repairs and Materials :: Quick Mail Service 
93-95 Nassau St. New York, N. Y. 














Hand Carved Chinese Jade 


Amethyst, Turquoise Stones artistically mounted 
Real seed pearl jewelry our specialty 
Ask for memo package 


ASIATIC ART JEWELRY CO., Inc. 


22 West 48th Street New York, N. Y. 
























/ A complete line of Rebuilt ELGIN, WALTHAM and 
other American standard make watches in new cases. 
Hamilton—Illinois—Howard—Elgin 21-J. R. R. 
watches in original cases, at very low prices. Price list 
upon request. 

PLONSKY & GREENBERG ; 
76 Bowery Tel. DRy Dock 4-7563 New York City 




















Arthur L. Lilja has moved from 1049 
Pittsfield Building to 1301 Garland Build- 
ing, 58 East Washington St. 

Miss Francis Miller and Miss A. Sin- 
gleton, formerly with Procter & Gamble, 
are opening a retail jewelry store at 5048 
Sheridan Road. 

S. C. Lund, of the A. C. Becken Co., 
returned recently from Spokane, Wash., 
where he spent three weeks visiting at 
their branch office. 

A. C. Becken, of the A. C. Becken Co., 
accompanied by his wife and family, are 
spending the entire month of July at 
Cornucopia, Wis., the Becken summer 
home. 

August Holdorf, for many years asso- 
ciated with the Juergens & Andersen Co., 
is mow connected with the Jacques 
Kreisler Co., representing that house in 
Chicago. 

C. F. Rumpp & Sons, leather goods 
manufacturers and importers, Philadel- 
phia and New York, announce the open- 
ing of a salesroom in the Merchandise 
Mart. (Room 1242.) 

H. Paul Juergens, of Juergens & An- 
dersen Co., recently returned from the 
East, where he went to attend the grad- 
uation of his son, Richard K., from 
Princeton. 

All of A. C. Becken Co. representa- 
tives have been preparing their fall 
lines and have left for their respective 
territories. There are 24 salesmen and all 
will be gone for many weeks. 

The National Jewelers’ Merchandising 
Bureau, Inc., 626 S. Clark St., has re- 
cently been taken over by the Lavender 
Crest, Ltd. They are continuing doing 
business at the old location. 

“Jack” Hoffman, formerly of Hoffman 
Bros., New York, is now connected with 
the Manheimer Watch Co., and will rep- 
resent that concern through Ohio, Mich- 
igan, Wisconsin and in Chicago. 

Henry M. Turney, retail jeweler of 
Lansing, Mich., spent several days in 
Chicago recently calling on his many 
friends here and looking over the mar- 
kets. 

Ernest Maxwell, St. Joseph, Mo., spent 
several days in Chicago recently mak- 
ing purchases for his new store. The 
new store is located on the most promi- 
nent corner of St. Joseph. Grand open- 
ing was held on June 27. 

Jules Schwob, of Adolphe Schwob, New 
York, was a Chicago visitor recently, 
spending some time with his Chicago 
manager, James Tice, and renewing old 
acquaintances. Mr. Schwob was on his 
usual trip through the Middle West. 

George Rose, retail jeweler, at 5 S. 
Kedzie Ave., returned recently from San 
Antonio, Tex., where he went to attend 
the national convention of the American 
Optometrical Association. Mr. Rose went 
as secretary of the Beta Sigma Kappa. 

Charles Hubbard, auctioneer, 10 S. 
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Wabash Ave., returned recently from 
Kenosha, Wis., where he conducted a 
closing out sale for John M. Regner. Mr. 
Regner has been in the retail jewelry 
business at Kenosha for the past 17 years. 

Edward M. Descher, of Juergens & 
Anderson Co., is receiving congratula- 
tions from his many friends on account 
of the recent marriage to Miss Florence 
McKeknie of Chicago. The couple re- 
turned July 1 from a honeymoon trip to 
Niagara Falls and the East. 

Reuben W. Cohen, who recently re- 
signed from the George H. Cahoone Co., 
as Chicago manager, after being asso- 
ciated with that concern for more than 
24 years, is now associated with Mc- 
Gowen, Cassady & White, as a member 


rT Trade Practice Rules 
Accepted 


Washington, D. C., July 
10.—The Federal Trade Com- 
mission today announced that 
the revised Trade Practice 
Conference rules recently 
submitted to the jewelry in- 
dustry and published in full 
in the July issue of THE 
JEWELERS’ CIRCULAR are 
now in effect. The Com- 
mission announces that the 
jewelry industry has accepted 
the changes in the wording of 
the original rules first adopted 
at Chicago, June 5, 1929. 

The eighteen Group | rules 
approved by the Commission 
cover misbranding and falsely 
advertising of gems and 
jewelry and also manufactur- 
ers’ practices. Twelve of the 
Group II rules adopted at 
Chicago, the Commission de- 














clined to accept and rewrote 
most of the others. , 


of the firm. This concern does a broker- 
age business. 

The many friend of Ed A. Schwartz, 
who represented Bernard Rice & Co., 
New York, were shocked to learn of his 
sudden death. Mr. Schwartz passed 
away in a local hospital in New York 
following an operation. He called on 
the wholesale trade in Chicago and 
through the Middle West for many years. 

Funeral services were held on June 20 
for Mrs. Caroline Hahn, wife of the late 
Jacob Hahn, formerly in the lapidary 
business in Chicago. Mrs. Hahn passed 


away at the age of 87, after being ill 
for five weeks. She is survived by seven 
children, the eldest, Jacob, Jr., being in 
the lapidary business in the Pittsfield 
building. 
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Jewelry News Flashes from the 
Great Central West 


Alfred Ganz, well known to the retail 
trade through the midwest territory, is 
now associated with the sales depart- 
ment of the Hart Jewelry Co., and will 
represent that concern through this ter- 


ritory. While returning from Lake 
Geneva recently with his family, Mr. 
Ganz was crowded off the road by a car 
without lights. He suffered injury to his 
left arm, but this injury did not prevent 
him from leaving on his territory the 
middle of July. 

A farewell luncheon was tendered to 
Ernest Block on June 17 at the famous 
jewelers’ round table at Fields’ Grill. 
About 30 of his many friends were pres- 
ent to wish him success in his new abode, 
and presented him with a beautiful belt 
and buckle set and a $20 gold piece. On 
account of the recent death of his wife, 
Mr. Block has decided to make his fu- 
ture home in New York with his son. 

W. G. McGrath has withdrawn from 
the firm of McGrath & Piermattei, whole- 
salei1s of supplies and materials, and his 
interest has been taken over by Robert 
J. Jones. The firm is now known as 
Jones & Piermattei and they will con- 
tinue to operate at 29 E. Madison St. Mr. 
Jones formerly was employed by Mc- 
Grath & Piermattei. W. G. McGrath 
and his son have assumed their old 
business name, W. G. McGrath & Son, 
and will deal exclusively in fancy watch 
crystals. They too are continuing at 
their old address on the 11th floor of 
29 E. Madison St. 


Kenneth Parker to Direct Sales 
of Pen Company 


Kenneth Parker, vice-president of the 
Parker Pen Co., Janesville, Wis., has been 
appointed to direct sales activities in ad- 
dition to his former duties as advertising 
and export manager. 

Mr. Parker, who is a son of Geo. S. 
Parker, founder of the company, has been 
closely identified with the rapid expan- 
sion of the concern during the past 
decade. 


Prices of Silver Bars 
U.S. 
Government New 
London Assay Sell- York 


Date Official ing Price Official 
a 12% 29 26% 
June 24 ..... 13% 31 28% 
tS eee 13% 31% 29% 


July reaseas 13% 31% 29% 


Platinum Market 


Platinum prices, as of July 10, were 
officially quoted as: 


gE re eae ee Meee eee Ree $40.00 
Containing 5 per cent iridium......... 43.50 
Containing 10 per cent iridium........ 47.00 
ROG? a vee cadawlecsccnncedignwnduaes 110.00 
WORE id gene ecadusectecabcaretas 21.00 
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V.T.F.ROUND WATCH GLASSES 
V.0.RF. MIFANS cancy suares) 
U.S.R. | 
CHARLES ROBERT 
PENNANT 
QUICK FIT REVERSE 
K&D TOOLS 
F. E. LINDSTROM PLIERS 
STANDARD UNBREAKABLES 
CUYPERS OILS 
LA PERLE OILS 
RENARD GRAVERS 
VAUTIER GRAVERS 
VICTOR ENGRAVING BLOCKS 











MAINSPRINGS 





ORDER THROUGH YOUR JOBBER 


HAMMEL, RIGLANDER - PENNANT CORPORATION 


Exclusive Wholesale Distributors 
NEW YORK, U.S. A. 
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HOROLOGICAL QUESTIONNAIRE 








W hat knowledge do we require 


in order to make a new wheel or pinion of correct pro- 
portions ? 

Answer.—To do good wheel and pinion cutting, we 
should understand the principles applying to all gearing, 
whether it be intended for watch trains or for other 
purposes. A very important rule is this: The pitch 
diameters of the various members, and the respective 
numbers of teeth should be in exact proportion. In a 
watch, these members are usually termed wheels and 
pinions and the gearing or meshing of a wheel into a 
pinion is termed the depthing. Gearing or depthing in 
machines of any class whatever, is based upon the prin- 
ciple of two circular bodies revolving with their periph- 
eries in contact. If we desire that a pinion shall revolve 
eight times for one revolution of the wheel, the diameter 
of the wheel at the pitch circle must be eight times that 
of the pinion. This rule comes under ratio and propor- 
tion and must be strictly followed in all wheel and pinion 
calculations. 

We should also know the technical names and under- 
stand the meaning of the various functions applying in 
gearing (and in watch movements) to depthing. Fol- 
lowing are the principal terms: 

Pitch Circle—Line of contact of two cylinders which 
would have the same speed ratio as the gears. 
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Pitch Diameter—Diameter at the pitch circle. 

Outside Diameter—Total diameter over the teeth or 
leaves. 

Circular Pitch—Distance from center to center of 
teeth or leaves measured on the pitch circle. 

Diametrical Pitch—Number of teeth or leaves divided 
by the pitch diameter or the teeth or leaves to each inch 
of pitch diameter. 

Face—Working surface of tooth or leaf outside of 
pitch circle. 

A ddendum—Length from pitch circle to outside circle. 

Dedendum—Length from pitch circle to base of tooth. 

Distance of Centers—The distance measured on a 
straight line from center to center, between the wheel 
and pinion. 

Line of Centers—A line drawn from center to center 
of any wheel and pinion, at which the two acting points 
should meet. 

Driver—Usually the wheel or pinion that forces the 
other along. 

Driven—Usually the wheel or pinion that is being 
forced or driven. 

To those unfamiliar with gearing in general, it should 
be understood that the pitch circle of the driver, together 
with the curve of the addendum outside the pitch circle, 
does the work of forcing the driven along, and should be 
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||| FRANCO AMERICAN 
QP RECIOUS MET ALS — DIVISION OF BAKER & CO., INC. 












REFINERS DEALERS 


PLATINUM 


and 


PLATINUM ALLOYS 


FOR THE TRADE 


\ = \ 62 West Forty-Seventh Street, New York 


=——__} Works: Newark, N. J. 
































LEES & SANDERS 


Customer writes, ‘“The returns are to our satisfaction. We 
desire to express our appreciation of the prompt manner 


in which this and former transactions have been attended 


to by you.” 


SWEEP SMELTERS| 
BIRMINGHAMI,ENc. | 














of such form that it will work freely and smoothly, with 
a continuous pressure until another tooth comes into ac- 
tion on the line of centers. Incidentally, the curve of 
the driven is “more ornamental than useful,” and as far 
as the action is concerned, it might just as well be cut 
off slightly outside the pitch circle, and rounded over a 
trifle to prevent butting. The pitch circle of the tooth 
on driver should not come into action with the driven 
until the line of centers is reached. The thickness of the 
teeth in the drivers should be such as to give them per- 
fect freedom when between the leaves of the driven and 
pointing to center, yet not so much as to give any lost 
motion. It may also be said of the driven that the leaves 
must not be so thick as to cause any binding in the space 
between the leaves of the driven and pointing to its 
center. In fact, there should be very little shake in either. 
Care should also be observed that the curve outside the 
pitch circle of the driver is not so long that the point 
of the tooth shall strike the pinion at the root or bottom 
of the leaves. 


Wat are the names 


of the principal shapes of gear teeth used in various classes 
of machinery? 


Answer.—The principal shapes of gear teeth in com- 
mon use are: The Involute, the Involute Standard, the 
Involute Stubbed and the Cycloidal or Epicycloidal. 


How are the shapes 


of the various gear teeth: determined ? 


Answer.—The Involute is a curved tooth generated by 
unwinding a tape from a cylinder. A rack tooth to mesh 
with the Involute has straight sides. The Involute Stand- 
ard gear tooth has a 1414 degree pressure angle, which 
means that the teeth of an Involute Standard rack have 
straight sides 14% degrees from the vertical. The In- 
volute Stubbed has a tooth shorter than the Involute 
Standard and usually with a 20 degree pressure angle. 
The Cycloidal or Epicycloidal is a curved tooth generated 
by the point of a circle rolling away from the gear wheel 
or rack, 


Which of the above shapes 


of gear teeth are most suitable for watch movements? 


Answer.—Mention of the above shapes of gear teeth 
has been made simply to give the student a slight under- 
standing of the various shapes of gear teeth in common 
use, but for the purpose of watchmaking we need only 
consider the Epicycloidal tooth curve. It is considered 
to be the most perfect working curve for the teeth of 
drivers, and there is no doubt that in all cases where there 
is plenty of room for operation, it is all that is claimed 
for it, but the difficulty in using it for such small gear- 
ing as watch wheels are, that the curve of the tooth on 
the driver is so long from the pitch circle to the point 
that in such small pinions it is almost impossible to make 
the depth of the cut from the pitch circle to the root of 
the tooth sufficiently deep to give the necessary clearance 
without cutting into the staff of the pinion or making 
the staff so small as to be extremely weak. The nearer 
we can approach this curve, however, and avoid the diffi- 
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culties mentioned, the more perfect will our watch train 
be. It is quite unnecessary to follow this curve for the 
pinion, as any other curve that pleases the eye will answer 
the requirements; but great care must be observed to 
keep the pitch circle at its correct diameter, or the proper 
depthing may not be obtained. 


a Pendulum Clock— 


We have a swinging pendulum clock, which runs about 
one hour slow per day; same is practically a new clock. 
Everything seems mechanically correct. We tried to in- 
crease speed by regulating, also removing weight in ball. 
Pinion tight and, as said, everything mechanically O. K. 
What might we look for otherwise? B. Jewelry Shop. 

Answer.—It is rather a difficult matter to help you in 
a case of this kind, unless we have the privilege of making 
a personal examination. However, we would like to ask 
if you are moving the regulating nut in the proper direc- 
tion. In clocks of this type, the conditions are reversed, 
and if you move the nut in same direction as you would 
in the ordinary pendulum clock, the results would be 
exactly opposite so far as the rate is concerned. By the 
same token, if you remove or add weight, this should be 
done with the movement case, not the pendulum ball. 
Just imagine that the clock case is the pendulum ball and 
you will readily get the idea. 

Also bear in mind that such clocks are, as a rule, rather 
crudely made and we must not expect too much from 
them, although they should keep better time than the 
clock you are working on. 





No Scarcity of Porpoise Oil 


New Beprorp, Mass., July 8, 1931. 
Editor, THE JEWELERS’ CIRCULAR: 

I notice on page 129 of your July issue an article quot- 
ing from a talk by Mr. Ronald Bulkley on Clock and 
Watch Oils at a recent meeting of the Horological In- 
stitute of America. 

I have the greatest respect for Mr. Bulkley and his 
knowledge of the subject, as well as for that branch of 
the Government which he represents, the Bureau of 
Standards, but believe that his statement that the oil from 
the head and jaw of the porpoise “at present cannot be 
supplied in sufficient quantity to meet the demands” is 
incorrect. 

This statement was true shortly after the war and up 
to three or four years ago, but from my position in con- 
nection with the industry I can assure the trade that there 
is sufficient on hand and sufficient porpoises and black fish 
available to meet the present demands. 

Very truly yours, 
Wi.uuaM F. Nye, Inc. 
per (signed) H. I. Wordell, 


‘Treasurer. 





To celebrate its 25th anniversary in business at Seattle, 
Wash., I. Lachman & Sons Co., wholesale jewelers, an- 
nounces its removal to new and larger quarters at 1504 
Third Ave. The entire third floor of the Cheasty Build- 
ing has been leased and a portion of it will be occupied 
by P. G. Noot, jeweler and trade watchmaker; L. A. 
Clark & Co., watchmakers’ and jewelers’ supplies ; Olym- 
pic Novelty & Jewelry Co., and Sexton Optical Co. 
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| Outfit Means 
| Bigger Profits with Better Work 


| Yes! You can make better jewelry in less time at 
| lower cost! A thousand jewelers have proven it; 
| try it in your own shop if you are still doubtful. 
| Easy payments if desired. 


| Ask for folder CJ. 
| Inc. 22 Albany St., New York City 


Co-operating with Jewelers’ Technical Advice Co. 
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Cold, Silver 


AND — 
Platinum 
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HAGSTOZ 
and SON 


709 Sansom St. 
PHILADELPHIA, PA. 
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and extra prompt 




























































SAVE— 
Without 
Sacrifice 


The finest accommodations and 
service, in a modern, select hotel, 
located in the heart of the Fifth 
Avenue Hotel Center. 


Economy Rates 


FOR ONE PERSON 
(DOUBLE BED) (TWIN BEDS) 


$350 own $4 $5 om $6 
FOR TWO PERSONS 
Only $1 Additional, Any Room 


SUITES, Parlor, Bedroom and Bath 
(one or two persons) $9, $10, $12 


801 ROOMS 
Each with private bath (tub and shower) 
circulating ice water, mirrored doors. 


















































WORKSOP WOTES € QUWIFRIIES 





Prating formulae. 
. I wish to plate lead with copper. Would you give a 
formula for solution and procedure? After copper plat- 
ing, I wish to heavily gold plate. Would you kindly give 
solution and procedure? (Question No. 4815.) H. P. F. 


Answer.—We note you wish to heavily gold plate the 
lead after it is copper plated. ‘Therefore; it would be 
advantageous for you to use the acid duplex copper plat- 
ing solution as it will deposit ten times the amount of 
copper in a given time with less current than the cyanide 
copper solution. The only disadvantage to the use of the 
acid duplex solution is that you cannot plate directly on 
iron, steel or zinc, as these metals are immediately de- 
composed on contact with the solution. However, this 
does not apply in your case as you wish to plate lead. 

To make the solution; fill your jar or vat of any re- 
quired size three-fourths full of distilled or rain water. 
Then dissolve blue vitriol in hot water making a saturated 
solution. Add the hot blue vitriol solution to the water 
jar until the solution stands at 15 deg. Beaume. Stir 
solution before testing with the hydrometer. Then add 
¢. p. sulphuric acid until the solution stands at 20 deg. 
Beaume. The solution, when cool is ready for use. 

Clean your articles as usual for plating and operate at 
a low voltage while plating. For anodes, use either cast 
or rolled pure copper. There should be no evolution of 
hydrogen while plating as this burns the work. You can 
control this if you apply the proper voltage. After plat- 
ing, the work should be scratched with a soft wire brass 
lathe brush run at low speed and wet with sal soda solu- 
tion, made by dissolving about a quarter pound of sal 
soda in one quart of water. When the work is examined 
and appears to finish up properly you are ready for gold 
plating. 

To make the gold solution; take about two and a half 
dwts. of fine gold, roll it very thin, anneal and dissolve 
im aqua regia, which is composed of c. p. nitric acid, one 
part and c. p. hydrochloric acid, three parts. One ounce 
of aqua regia will dissolve approximately one-fourth its 
weight of gold; a slight excess is immaterial. This so- 
lution, when the gold is all dissolved, should be evaporated 
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to a syrupy consistency. Make up your solution with 
one quart of distilled or rain water, add one ounce of 
sodium cyanide and then add the gold chloride, previously 
prepared with constant stirring, rinsing out the vessel with 
cyanide solution until you have all in solution. The 
solution, when made will have a very light brown color. 

To plate your articles, clean as usual and proceed to 
plate same as with the copper solution; when your work 
turns dark, remove and scratch brush, then plate it again 
until you have a suitable thickness of gold. If you scratch 
brush at intervals, you can plate the work a number of 
times and get a very heavy plate. 


Sintetnies solution. 

I have been greatly interested in the process of stripping 
gold from gold filled articles. I have an electric plating 
generator and a cheap source of power. Therefore, would 
you kindly give me the formula for stripping? (Question 


No. 4816.) D. J. S. 


Answer.—A stripping solution for the above purpose 
may be made of one part water and two or three parts 
sulphuric acid, used hot with a reverse current. How- 
ever, if you expect to use such gold again to melt and 
make into workable gold, you will not find this method 
very satisfactory. The gold from such stripping will not 
be fine gold, but will be an alloy of the same quality as 
the gold filled articles, plus some base metal which will be 
stripped off with the gold. 

A better plan and one which will produce fine gold is 
to melt your filled articles and granulate by pouring the 
melt into cold water. Place the granules in a pyrex 
beaker and add about four parts c. p. nitric acid to each 
part metal. An equal amount of water should be added 
to the acid. Place this on a hot plate and apply heat 
until all action ceases. Allow to settle, then pour off 
the clear solution and add hot water; stir thoroughly 
and allow to settle. Repeat this until blue litmus paper 
does not turn red when dipped in the wash water. The 
residue may be dried and melted in a crucible with borax. 
It is quite possible to obtain gold that will run 0.996 to 
0.998 fine in this manner. 
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of Honest Trading we 


YOUR GUARANTEE Estimated Promptly 


Send your present accumulation of old 
watch cases, rings, filings, sweepings, grind- 
ings, sink settlings, etc., to Hoover & Strong 
Send in your Old Gold, Silver, for refining. 

Platinum, Filled Cases and Opti- If requested to do so, we will estimate the 
cal Frames. value of your clean scrap, and hold the scrap 
intact for your approval of our offer. 


4 GENERATIONS | Your Serap Refined 





By Return Mail you will get our 
check. Be assured that you will receive from 
Hoover, fair treatment and the highest re- 
Full value guaranteed whether turns consistent with accuracy. After all, 
your lot is small or large. however, “It’s the Amount of the Check that 


If not entirely satisfied with our Counts. 


offer your shipment will be re- Try Hoover Refining Service this 
turned. month; now! You will be highly 
: : : pleased with our way of doing bus- 
A Trial Will Convince You inese. (We do not employ trav- 
eling buyers. ) 


e 


N. L. SHTEINSHLEIFER ye E 
Refiner of Precious Metals mlevens-)6 & Sigelalep Tate 


i. e. | % 
ptencstacensteovioncunadal 119 West Tupper St., BUFFALO, N. Y. | 
GOLDEN RULE REFINERS AND MANUFACTURERS SINCE 1912 


Gone Are the Days NEW PRICES ON 


of the old time “bally- Derbyshire Webster-Whitcomb Lathes, 


eo Chucks and Attachments 
his place has arisen a 


new kind—cultured, 
refined, educated—one Ask your Dealer 
who is a connoisseur or 

of precious stones and 
jewelry—one who is 
able to convey to his 


audience, in an intel- F. W. DERBYSHIRE, INC. 


ligent and _ forceful Waltham, Mass. 
manner, that which he 


knows. Such a ser- 
vice insures your repu- 
tation and future busi- 


= BUY | 
AMERICAN MADE 
, WATCH OIL 


All Sales Personally Conducted, No Substitutes. Nye prepares a special oil for wrist 
Write or Wire in Strictest Confidence for Further watches 
. R. f. * 
Information and Reference Quiles from Vee Jobber 


M. C. GOLDENBERG WILLIAM F. NYE, INC. 


707 EAST 52nd ST. BROOKLYN, N. Y. 
F TEL. INGERSOLL 2-6846 ; New Bedford Mass. 























Write direct 


























